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CHAPTER I 
THE PROBIEM AND ITS IiviPORTANC15 
The problem. It is the purpose of this study to pre-
sent those principles and functions of public relations the 
understanding of which will better enable the individual 
United States Air Force officer to fulfill his role as a pub-
lie servant. At the present time, no extension course is of-
fared in the field of public relations under the USAF Exten-
sion Course Program; the absence of such a course is deemed a 
justification for this study. The functions and phases of 
public relations as presented here are intended to serve as 
rna terial for an extension course. 
Its importance. The writers contend that the above 
pr.oblem is important, after accomplishing researCh and a sur-
vey on the subject, because: 
1. A great percentage of the officers assigned to the 
USAF do not realize that they already play a role in the Air 
Force public relations program; with few exceptions, only 
commanders, public information officers, and a few staff 
officers are cognizant of this role. 1 
2. If this large percentage of officers should realize 
1 See Appendix I, p. 113, for the survey. 
their O\m public relations funct1ona, they would be in better 
position to carry out the defense mission of the Air Force and 
would serve their government in a better manner. 
3. It is believed that this study may help a great 
many officers to become aware of their individual roles. 
Assumptions. In presenting this stuqy, the writers 
feel that certain assumptions are necessary: 
1. That this study is offered as a guide to those offi-
cers who are not professional public relations officers, to 
assist them in carrying out the mission of the USAF on an in-
dividual basis. 
2. That this study is offered as an introduction to 
public relations, and as possible background material for an 
extension course, which could feasibly be offered by the 
Air University or the USAF Institute of Technology. 
3. That every officer in the USAF, regardless of his 
assignment or station, represents the Air Force in every activ-
ity in which he engages, either in official or social circles. 
4. That nothing contained herein is to be construed in 
opposition to any directivoo or regulations prescribed by the 
Secretary of National Defense or the Department of the Air 
Force. 
Definitions 
PR, public relations, and public information: the writers use 
2 
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these terms synonymously and define them in Chapter III. 
USAF, The Air Force: The United States Air Force. 
- officer: a comm.is sioned or warrant officer of the USAF below 
the rank of brigadier general. 
NME: the National Military Establishment, consisting of the 
Departments of the Army, Navy, and Air Force. 
~: Public Information Officer. 
3 
CHAPTER II 
PUBLIC RELATIONS IN THE ORGANIZATION OF THE USAF 
Prior to the National Security Act of 1947, which gave 
autonomy to the Air Force, public relations policy-making for 
the Air Corps was accomplished by the u. s. Army in the form 
of directives from topside--and public relations officers 
assigned to the Air Corps at base level implemented these poli-
cies. Public rela tiona officers were trained at Craig Field, 
Alabama in the Special Staff School or at the Army Information 
School. After the Air Force "came of age", a staff public 
relations office, the Directorate of Public Relations, was 
organized, reporting directly to the Secretary of the Air 
Force. 
Since unifica t:1 on of the Armed Fore es. The purpose and 
responsibilities of the Air Force Director of Public Relations 
were set forth in Office of the Secretary £f. the Air Force 
Memorandum 20-1, dated March 16, 1948, and revised on August 
1 26, 1948. In brief, this memorandum established the office 
and its three staff sections of plans and policies, information 
division, and civil liaison division. It fixed respons1b11-
~, ities of the office as: 
1 See Appendix II, p. 114, for Office Memorandum 20-1 
in full. 
1. Planning and conduct of all public relations activ-
i ties. 
2. Coordination of these activities with other Armed 
Forces and other agencies of the government. 
3. Maintaining liaison with civilian groups and organ-
izationa. 
This office acted as an advisor to the Secretary of the 
Air Force and the Chief of Staff of the Air Force (the Command-
ing General) on public relations matters. It kept the field 
posted with a weekly news letter to commanders and public in-
formation officers on current public relations activities. 
The field was given the authority for direct communication, 
eliminating the time consum9 d by 11 golng through channels 11 • 
Officers in the field were invited to contribute their sugges-
tiona and reco~ndations to the headquarters, and these con-
tributions were often used. 1 
Unification in public rela tiona. In futherance of, the 
unification of the Armed Forces, former Secretary of National 
Defense Forrestal announced to the press on March 17, 1949, 
that thereafter all public relations activities would be con-
solidated into as ingle office, reporting directly to the 
Se ere 1;ary of Na tiona 1 Defense • 2 
1 see Appendix III, p. 120, for organization chart. 
2 See Appendix IV, p. 121, for release and consolidation 
directive. 
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This was the final step in co1nplete unification of in-
formation activities, the Forces' PR schools having been con-
solidated into the Armed Forces Information School on August 
4, 1948. An immediate clamor was raised by columnists and 
newsmen over the nation that this change would create a 
11 gagged11 censorship. The move had been taken to effect better 
control and to eliminate some of the interservice bickering, 
which had foo.nd its way into publication through "unofficial" 
channels. 
On March 28, 1949, Louis Johnson succeeded Secretary 
Forres tal, who had retired because of ill health~ William Frye 
was appointed director of the newly-created public information 
department,.with the status of "Assistant to the Secretary". 
Frye, within a few weeks, had issued a series of consolidation 
directives to the public relations departments of the Army, 
Navy, and Air Force, outlining the mission of the new office. 
The directives also shifted personnel from each of the three 
PR offices to the central office, leaving a force of·about 15 
persona in each offic·e to (l) assist their respective depart-
mental Secretary and Chief of Staff in public relations prob-
lems, (2) perform liaison with departmental agencies, and (3) 
coordinate all field work in public relations. 
Replying to a Navy officer who had queried the Defense 
office on whether he bad to submit a proposed speech for 
"review", Frye erased any former beliefs of "censorship" by 
6 
stating in a letter to the officer that only under three con-
ditions should articles or speeches be reviewed: 
1. Any article by top o:f'fic ials touching on a "contro-
versial subject", ordered February 4, 1948, aimed at inter-
service bickering. 
2. Where the speech, article, release, etc., discusses 
new weapons or equipment, under an order of March 20, 1949. 
3. Mention of the North Atlantic Treaty. 1 
Frye further stated that his first directive on consol-
idation (to which the Navy officer referred) was simply an 
interoffice administrative memorandum consolidating the secur-
ity review function which had previously been performed in-
dividually by the Departments of the Army, Navy, and Air 
Force. 2 Frye's main contention was that review for NME policy 
and propriety was not censorship. The new office imposed no 
radical changes in policy or in the existing organizational 
chart. 3 
At every level of command, the public information 
officer reports directly to his conmanding officer. He is 
both counsellor and public relations technician, supervising 
a small group of ass 1s tants who are skilled in media. 
. NME. 
1 News story in the Air Force Times, May 14, 1949, p. 2. 
2.Consolidation Directive No. 1 has since been rescind~ 
3 See Appendix v, p. 125, for organizational chart of 
7 
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The public information officer is called upon to do everything 
from running a base newspaper to conducting an "open house" • 
He mua t help the commander formulate policy in public rela-
tiona, since nearly every community presents different prob-
lams and requires a plan. 
In general, public relations in the Air Force is organ-
ized very similarly to ita counterpart in business and indus-
try. It must be a staff function and it must report directl:y: 
to the commander. The res ponaibility lies with the commander, 
as it does with the president of a corporation. 
Suggested Readings 
Read Air Force ~lations and Memorandums at all levels of 
conmand, on organization of public information activities 
(in the n2o" series). 
Air Force Times, May 14, 1949, p. 2. See story entitled, 
- "Gag Directive Clarified". 
A Handbook for Public Information Officers, Armed Forces In-
formation School, 1948 revision. See Section II for 
organizational charts of each branch of the Armed Forces. 
See file of Air Force Public Relations Letters, on file at any 
public information office,for policies and announcements. 
Suggested Questions 
l. What organizational changes occurred in public informa-
tion activities on March 17, 1949? Do you believe these 
changes. were necessary to obtain "unification of public 
informs. tion? 
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CHAPTER III 
WHAT IS PUBLIC RELATIONS? 
What is this nebulous and misty thing called public 
relations? For an understanding of the meaning of the term, 
which we will treat as singular in number, it is necessary to 
look for a moment at its history. 
A brief histozx. Public rela tiona probably began when 
human beings first moved in groups of human beings, and each 
individual first became conscious of his influence and his 
group's influence on others. For this discussion, however, 
the writers will confine themselves to the 20th century, when 
the practice of public relations, as we know it, began. 
The first of the four main periods of ita history began 
with the passage of the Sherman Anti-Trust Act in 1890. Prior· 
to that time, monopolistic practices on the part of several 
large corporations had created such a clamor among the Ameri-
can people that Congress was forced to enact legislation to 
prevent any curtailment of "free enterprise". The businessman 
of that day prided himself on "rugged individualism". In 
business practices, the sky was almost the limit--for there 
.• were but few goverrunental restrictions. A man was measured in 
stature by the amount of wealth he amassed, and this amassing 
bad to be governed- ,by caution and secrecy toward his competi ton 
Making money out of money was about the only business scruple 
in those days--any suggestion to examine a man's business 1- ledgers would have been cons trued as an affront to his personal 
pride and dignity. 
This first period was marked by publicity aimed at 
"whitewashing" big business. Public opinion bad condemned 
"bigness" as "badness". One of the first corporations to 
emerge from the old policy of "secrecy" was u. s. Steel, with 
Judge Gary's announcement in 1902 tba t thereafter the company 
·would publish its am1ual report and present it to the stock-
holders. American Telephone and Telegraph Company, under the 
leadership of Theodore N. Vail, had been quietly trying to 
teach its employees to cooperate with the public through polite 
service to all its customers--linemen were told to cooperate 
with property owners and installation men were taught to make 
telephone installations without marring walls and leaving un-
sightly messes of debris for the housewife to clean up. 
Vail's policies succeeded in identifying AT & T with the pub-
lic interest. 
The second period occurred during the first World War. 
Under the title of director of the Committee of Public Infor-
mation, George Creel supervised the government's program to 
1 
- sell war bonds, war aima, and war propaganda. Ivy Lee and 
1 Eric F. Goldman, ~-VIay Street, (Boa ton: Bellman 
Publishing Company, 1948), p. 11. 
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Edward L. Bernays emerged during this period as important 
"publicity advisors ". 
The beginning of the next period--1919 to 1929--saw the 
first common use of the term public relations. Ivy Lee and 
Associates was a firm organized to counsel the public relations 
"' program of corporations. They are often credited with the 
origin of public relations, as we know it now. This period 
saw an era of rising prices, business expansion, and the first 
interest in the consumer as a business factor; companies began 
to set up research foundations. Yet, concern for the consumer 
and the public was not widespread enough to avert the stock 
market crash of 1929. 
The crash l!f.l ve impetus to modern public re la tiona. 
Businessmen first began to realize that they must exercise 
higher motives than just the one to make a profit. A social 
consciousness and a feeling of responsibility to the public on 
the part of companies and corporations was expressed in the 
reorganization of their managerial staffs to include public 
relations departments.. Today, public relations is practiced 
by almost every large company, either by maintaining its own 
PR department or by engaging public relations counsellors or 
consultants. Government organizations, including the military, 
~ maintain public relations offices and public information 
offices to tell the public.What they are doing and to maintain 
public support-. No longer will J. P. Morgan's famous remark · 
11 
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"the public be Clamned", survive as a business policy; that 
policy has been superseded by the policy, nit is not enough to 
be right--we must also operate in the publ:tc interea t". 
The USAF began ita first important emphasis on public 
relations with the establishment of the AAF Public Relations 
School at Orlando, Florida in 1946 by Colonel William Nuckols. 
Later, this school was incorporated into the Special Staff 
Schools at Craig Field, Alabama; then it was consolidated on 
August 4, 1948, with the Army Information School at Carlisle . 
Barracks, Pennsylvania to become the Armed Forces Information 
School. Officers and enlisted men from all branches of the 
Armed Forces who are chosen to receive training in public in-
formation are sent to this school. The faculty is made up of 
1 
officers from the Army, Air Force, Navy, and the Marines. 
~ is it? Public relations has had a wide variety of 
interpr eta tiona and defini tiona. Through the last fifty years 
it has been associated with everything from circus-like press 
agentry to lobbying. It baa been variously called publicity, 
propaganda, public information, promotion, ballyhoo, and a 
racket. It has been classified as an art, a science, a social 
science, and as nrelationa" of all types. Public-spirited or-
ganizations and nefarious organizations have used it to promote 
l Armed Forces Information School, a pamphlet published 
by the Armed Forces Information School, Carlisle Barracks, 
Carlisle, Pennsylvania, November, 1948, p. 5. 
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their aims. Despite all of the errors committed under the 
guise of "public re la tiona", it has survived and is rap idly 
becoming a recognized profession. 
Public relations has been defined as a concept, as the 
status of business in society, as group interrelationships, as 
behavior, and as simple good manners. The writers will point 
out some definitions given by practitioners in the field and 
submit their own definition: 
1. Colonel William Nuckols said, "Public relations is 
90% doing right and 10% telling about it." 
2. "Public relations is the management function which 
evaluates public attitudes, identifies the policies and pro-
cedures of an individual or organization with the public in-
terest, and executes a program of action to earn public under-
a tarrli ng and acceptance. n1 
3. "Public relations: the activities of an industry, 
union, corporation, profession, government, or other organiza-
tion in building and maintaining sound and productive relations 
with special publics such as customers, employees, or stock-
holders, and with the public at large, so as to adapt itself 
2 to its environment and interpret itself to society." 
~ 1 By the editors of Public Relations News, New York, 
after a survey of the professional field was taken. 
2 The official definition set forth by the Public Re-
lations Society of America, New York, 1948, exclusive for use 
by Webster'~~ International Dictionary. 
13 
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4. Clark Belden, Executive Secretary of the New Eng-
land Gas Association and adviser to the Public Relations Com-
mittee of the National Industrial Council, said of public 
relations: nThe public relations of a business concern is the 
condition of ita relationship with the public as a whole and 
with the variou=~ groups which comprise that public." 
5. The writers hold that public relations is the 
philosophy of an organization which attempts to interpret its 
aims, policies, and achievements to other groups, in order to 
attain harmony, confidence, and an understanding which will 
mutually promote the public welfare. An organization's public 
relations should be promulgated only in the public interest 
and should receive only the public support deserved. 
How it works. In practice, public relations officers 
or counsellors advise the organization's president and execu-
tives within the organization. A long-range plan is set into 
action beginning with corrections of deficiencies. Then a 
continuous program of telling the public through all of the 
various media of communication--newspapers, television, radio, 
meetings, magazines --is initiated. The story is not over told 
or undertold. Nothing is withheld or covered up. Public 
relations 1s never, ideally, a nsugar-coating" job. For in-
stance, the mission of the Air Force, along with the other 
Armed Forces, is national defense. The public pays for that 
14 
mission and is entitled to know how that mission is being 
accomplished. The mission should be accomplished at the low-
• est possible cost. consistent with national security; the 
public, or the taxpayer, should be told how his money is 9eing 
spent. He should not be told that the country is well-defendeq 
if it is not; he should not be told that the country is poorly 
defended, if it is well-defended. Public relations serves to 
correct shortcomings in an organization, to adapt the organ-
ization so that it operates in the public interest under a 
definite plan, and to interpret the organization to its public 
or publics. 
USAF public relations. Air Force public relations is 
no different from that of any other organization, whether it 
be industrial, business, or other governmental. It does, how-
ever, have additional responsibilities: 
1. That of having an unusual mission--the defense of 
the country. 
2. That of having an exceedingly large group of 
"stockholders 11 --the 148,000,000 people of the United States 
who "own" the Air Force. 
3. That of the security of any information which might 
be of value to a potential enemy. 
Suggested Readings 
Eric F. Goldman, !!!2,-Way Street, (Boa ton: 1948). An excellent 
15 
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treatment of the rise of the public relations profession. 
Herbert M. Baus, Publicity, {New York: 1942). See the fore-
word and Chapter I for distinctive di~ferences between 
publicity and PR. 
Griswold and Griswold, Your Public Relations, {New York: 
1948). See Chapterifor the background on public rela-
tions practice in the U. S. 
Armed Forces Informa tt on School, a pamphlet published by the 
Armed Forces Information School, November, 1948. This 
pamphlet gives a brief his tory of public rela tiona train- : 
ing in the Armed Forces. 
A Handbook for Public Information Officers, Armed Forces In-
formatiOn School, 1948 revision. This is the official 
handbook for the Army and USAF at the present time. See 
Section I. 
Suggested Questions 
1. What is your definition of public relations? 
2. What were the circumstances surrounding the rise of pro-
fessional public relations practice in the u. S.? 
3. Distinguish between public relations and publicity. 
4. Why is the practice of public relations a necessary func-
tion of the Air Force? 
5. In what manner does a corporation's public relations 
aspects differ from those of the Air Force? 
6. What do you consider to be the moot pressing public rela-
tions problem in the Air Force at the present time? 
7. What is your idea of the usefulness of public relations? 
8. When would you not use public relations? 
16 
CHAPTER IV 
THE PRIUCIPLES OF AIR FORCE PUBLIC RELATIONS 
During the past two decades, the practice of profes-
sional public relations has emerged as a necessary and im-
portant funo tion of management. All organiza tiona --business, 
industrial, and governmental--have become increasingly aware 
of the need to ~ public acceptance of their actions. It is 
recognized that a requisite to the accomplishment of this goal 
involves the adoption of policies consistent with the public 
interest, together with the development of a program purposely 
designed to keep the public fully acquainted w1 th the activ-
ities of the organization. 
This is not wholly a function of the PR department. It 
is incumbent upon each member of the organization to recognize 
his full responsibility to the public he serves. As a first 
step in that direction, it is necessary that those at mana-
gerial level be cognizant of the importance of good public 
relations at every level of operation. 
Officers ~ executives. Each officer is a member of 
the managerial staff of his organization. His understanding 
,. of the true role of effective public relations is most essen-
tial. The attitudes he adopts, the policies he assists in 
formulating, and his method of dealing with people will, in 
turn, be reflected by his subordinates and others with whom 
he associates. H~s actiqns in respect to the overall PR pro-
gram should refleqt an understanding of the principles on 
which the program is based. 
Air Force Public Relations Principles. There are cer-
tain fundamental laws or principles that hold true in all 
human relationships. The practice of effective PR is no diff-
erent in this respect from any other human endeavor involving 
groups of persons. The six principles of USAF PR as outlined 
here are not exhaustive; however, if they are applied collect-
ively and made to serve as a basis of policy at !!! levels, 
public relations within the USAF will come closer to achieving 
its true objectives. PR encompasses and overshadows every 
activity within the military structure. A significant viola-
tion of these principles can ultimately result in unfavorable 
public opinion. In final analysis, it is the American people 
who judge the adequacy of performance of any mission assigned 
to the Air Force. 
1. PUBLIC RELATIONS MUST INSURE THE RIGHT OF THE 
AMERICAN PUBLIC TO HAVE ADEQUATE PROTECTION 
AT MINIMUM COST. 
The mission of the USAF as a member of the NME is to 
.~ defend the United States and its territories. In planning for 
the accomplishment of its primary mission, the Air Force 
leaders are charged with a tremendous task. This undertaking 
18 
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can succeed only to the extent that the American people, the 
"shareholders 11 in this corporation, subscribe fully to the 
plans, policies, and procedures adopted. 
The United States is a democratic nation operating under 
a capitalistic economy. Under such a system of government the 
American public, in a large measure, expresses ita support of 
the USAF in terms of the amount of money it is willing to ex-
pend in taxes for the continued operation of an air arm. In 
the role of owners of this business, the American people have 
a right to demand sound policy, efficient organization, and 
productive operation. In the role of customers, the American 
people have a right to expect services in the form of adequate 
protection at a cost th~ can afford to pay. 
The recent USAF adoption of a serviceable cost-control 
and accounting procedure is an important step in the right 
direction. It is unique in military administration. In dis-
cussing this procedure Secretary of The Air Force Symington 
has said that "the AF realizes the strain on peacetime econ-
omy of large military expenditures ••• and is making the constant 
drive against inefficiency at all levels of operation an act-
uality ••• and through action - not words - is building up pub-
lic confidence in AF's ability to accomplish its National 
Military Establishment security mission at least possible coat 
to the nation. ul 
1 A!£ Force PR Letter, Vol III, No. 9, May 6, 1949, p.2. 
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The American public, over a period of time, places con-
fidence in only those things for Which there is a distinct 
,9 . justification. Extravagance and waste in material or manpower 
will eventually be reflected in adverse public reaction. 
There are at least three essential phases in the appli- , 
cation of this principle. The first two have been completed. 
An economy policy has been formulated at high level. A vehi-
cle, in the form of cost-control procedure has been designed 
through which the policy may be implemented. The third phase 
involves actual economy practices at ever,r level of operation. 
This is the job for the individual officer to accomp-
lish. If he understands ~e principle and willingl~ accepts 
its validity, he can effectively apply it. 
2. PUBLIC RELATIONS MUST INSURE THE RIGHT OF THE 
AMERICAN PUBLIC TO RECEIVE FULL AND CORRECT 
INFORMATION CONC:ERNING THE USAF. . 
In ita relationship to the Air Force, the American 
public constitutes a reviewing authority. In this capacity 
1 it is the public's responsibility to analyze and criticize, 
if necessary, the activities of the armed forces it supports. 
To do this adequately the people need information baaed on 
fact. 
"It' a not on~ the right but the obligation of all in-
dividuals, or aggregation of individuals, who come before ·the 
1 See L. Urwick, The Elements of Administration, 
(New York: Harper and BrO&; 1943), ChaPter v. 
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public, to see that the public has full and correct informa-
tion."l 
The obligation of keeping the American people fully in-
formed on the activities of the USAF is inherent within its 
structure. It is the right of the American people to know 
what the capabilities and potentialities of the USAF are. The 
public is entitled to know about the cost of a military struc-
ture; ita problens of logistics, opera tiona, research, housing,~ 
and training; about the hazards involved in experimental and 
operational flying; the skills required of officers and airmen 
in the accomplishment of their missions; and the history of 
aircraft development and its contribution to society. 
These comprise a limited number of subjects about which 
the "shareholder" has a right to know. The complete list 
would include !!! matters the disclosure of ~ich would not 
benefit a potential enemy. 
This does not mean that costly or time-consuming effort 
should be expended in gathering information at the request of 
"hecklers" or others concerned with trivial matters. Neither 
does it mean that the Air Farce should engage in an extensive 
program of propaganda designed to mold public opinion. 
The Air Force function in this respect is to provide 
1 Bronson Batchelor, Profitable Public Relations, 
(New York: Harper and Bro~, 1938), p. 36. 
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sufficient undis torted information on which the public may base 
decisions. It is simply a reporting job. It involves not only 
the services of skilled communication specialists, but also 
each member of the organization, regardless of his duty assign-
ment. 
3. PUBLIC RELATIONS POLICY IS A SPECIFIC RESPON• 
SIBILITY OF COMMAND Bur EVERY MEMBER OF 'IHE 
AIR FORCE IS A PR AGENT. 
Public relations policies, like all policies, must 
emanate from leadership--leadership at the top an organization. 
Any policy to be effectively applied must have the sanction, 
support, and participation of the top level commanders. 
The Commanding Officer of each installation in the Air 
Force is responsible for the dissemination of information con-
cerning his comnand arxi for the conduct of proper relations 
with the public. It is an important part of his job to make 
his command an integral and welcome part of the community in 
which it is located •1 
The commander's responsibility in public relations is 
specific. Each of the other members of the organization have 
a general responsibility in carr~ng out the program. The 
relation between "specific reaponaibili ty 11 and "general respon-
sibility" is similar to the relation between "specialization" 
1 A Handbook for Public Information Officers, Armed 
Forces Information School, 1948 revision, p. 1. 
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and "coordination". One cannot exist without the other. 
In the Air Force, specializatlon has reached a high 
degree. We have scientists, research specialists, aircraft 
maintenance personnel, combat crewmen, jet-pilots, bomb com-
nanders, and administrative specialists. The work of these 
. 
various specialists would be of no practical value unless their 
efforts were coordinated and directed toward a common goal. 
And in the same manner, the public relations activities 
of the commander would be ineffectual if the individual member 
of the command failed to relate his own speech and action to 
the overall program. 
The Public Information Officer as a technical adviser 
to the commander accomplishes a very important function in 
public relations. He cannot be expected, however, to bring 
about an understanding and acceptance of the USAF without 
first gaining the active support of every member of the organ-
ization. 
This support can be effective only after officers and 
others at llll.nagerial leve 1 grasp the full realization of the 
value and necessity of inculcating attitudes and behavior 
acceptable to the public. 
4. PUBLIC RELATIONS MUST BE BASED ON AND 
SUPPOOTED BY CONTINUOUS RESEARCH· 
Research made in connection with public relations cannot 
be considered an end in itself. It ~ only a means to an end. 
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In its practical application it must accomplish four purposes: 
(1) Research attempts to verify the true facts in a case. 
(2) These facts must be disseminated to the appropriate opera-
ting agency. (3) The findings must stimulate action. (4) 
Once action is taken, research appraises the results of such 
action. 
Research has become an accepted and integral part of 
USAF activity. Before a new aircraft is approved it is sub-
jected to years of research, testing, and modification. Before 
a combat mission is performed all available information con-
cerning weather, target area, enemy capabilities, offensive 
and defensive tactics, are considered and analyzed. 
The need for public relations research is no less im-
portant in the USAF's contribution to the nation's security. 
In order to make future plana, to forecast effectively, and to 
insure stability of operations, it is necessary to determine 
whether or not current USAF practices are meeting with 
deserved approval. This detarmination can be made only as the 
result of a continuous and planned program of research at 
every echelon of command. 
Research in the PR field is not confined to any partic-
ular phase of USAF operations. There are, however, certain 
·• areas in Wn.ich it is indistansable. The five areas listed 
here are basic: 
1. PR research must determine those policies which 
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meet public approval, both internally and externally. 
2. It must determine those policies which, for any 
reason, do not meet with public approval. 
3. All policies must be analyzed to determine which of 
the underlying factors found in each cause them to be accepted 
or rejected. The next step for PR research is then to assist 
in the formulation and development of policies and/or means of . 
interpreting them Which are effective in terms of public accep-
tance. 
4. PR research cannot confine itself to evaluation of 
policy. It must study the procedures and methods employed in 
the implementation and execution of policy, in order to deter-
mine those measures which are effective, and point to weak-
nesses of the ones which ·are defective. 
5. Continual PR research must be made to "keep up with . 
the changing times". This can be done by studying the pro-
gressive methods utilized in other large organizations, both 
military and civilian; by keeping abreast of the current 
political attitudes ani economic conditions of the nation; and 
~y judging current world affairs as they affect the conduct of 
USAF activities. 
A program of research of this type cannot be restricted . 
~ to high levels of command. It must permeate the entire organ-
izational structure. It can be aided by continuous reading 
of current publications designed to reflect public opinion. 
25 
Practical assistance can be obtained from the many professional 
PR organizations and individual PR counsellors. 
The actual burden of research should not necessarily be · 
confined to the efforts of the various Public Information 
Officers. There are other agencies within the Air Force whose 
functions are peculiarly adapted to research .activity. The 
services of the Office of Special Investigation cannot be over-. 
looked in any program involving effective PR research. 
5. THE NATURE AND UAGNITUDE OF PR PROBLEMS 
CHANGE AS AN ORGANIZATION INCREASES IN 
SIZE. 
"Nothing is needed in America today so much as a better 
understanding' of the relationship between corporate entities 
and flesh-and-'blood individuals. nl 
A corner drugstore has little or no need for public 
relations. The druggist, operating on a person-to-person 
basis, establishes good personal relations with his customers, 
by giving their purchases his immediate attention, by exchang-
ing products for customers, and by stopping a moment to "pass 
the time of daytt in a friendly and courteous fashion. 
\Vhen any organization grows so large in size that its 
leaders are not in direct contact with its customers, new 
problems in communications arise and misunderstandings easily 
1 From a speech by Dr. Raymond W. Miller, Dean of Pub-
lic Relations, American Institute of Cooperation, at Boston 
University, October 22, 1947. 
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develop. Bigness tends to beget fearfulness and therefore 
suspicious attitudes on the part of those affected by what the 
~ big organization thinks, says or does. Much of the "bigness is 
badness" attitude of the Sherman Anti-Trust Act days still 
lingers on in the public mind. Great size was suggestive of 
monopoly, enormous profits, and coldblooded administration. 
Any time an organization--whether it be a corporation, a labor 
union, or a military agency --reaches such proportions that the 
personal 1.!1!! is broken, difficulties arise. It is a human 
characteristic to fear the unkna.vn. But it is also character- • 
istic of civilization to attempt to solve the unknown. People 
want to know about large organizations. 
The Air Force bad few public relations problems when 
it was the barnstorming Aviation Service of the Army's Signal 
Corps. Today, the Air Force is a worldwide organization, con-
sisting of one-half million people and requiring an annual 
budget of about five billion of the taxpayers' dollars. Since 
the 148,000,000 Americans "own" the. Air Force, ita officers 
have a unique obligatt on to see that this large number of 
people know, understand, and support the USAF. 
This problem is not an insurmountable one. In addition 
to providing an-adequate defense, it can be partly resolved 
II by maintaining ita social res ponsibilitiea, in humanizing all 
phases of Air Force activity from the Pentagon to every out-
lying base, and in laying stress on good community relations 
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wherever Air Force units are stationed. Regardless of its 
size, it must ma.ke every effort to be understood as an organ-
ization and as ~viduals. 
6. USAP PR RECOGNIZES THAT TO PUBLICLY CRITICIZE 
AlHY.rHER ORGANIZA'II ON ENGAGED IN THE COMMON 
DEFENSE IS , IN THE MIND OF 'IH E PUBLIC , A C RIT-
ICISM DIRECTED AT THE ENTIRE MILITARY ESTAB• 
LISHMENT. 
Self express ion is a privilege and an ~gation in a 
democratic nation. There are times~ however, when the demo-
era tic way is stronger and more efficient when men and women 
discipline themselves to keep still when they have nothing 
useful to say. 
If Bethlehem Steel laid down a barrage of public crit-
icism against Youngstown Steel, the American public would sit 
up and take notice. Those not having complete information, 
but in possession of enough inf orma. ti on to know tba t the 11 Big 
Steel Companies" were at each other's throats, would be prone 
to develop public opinion adverse to~ steel companies. It 
is a human character is tic to want to 11 simplify" an involved 
situation. 
If a member organization of the mm publicly criticizes 
another member organization, the public would be stimulated to 
an adverse opinion of the entire military structure. The same 
is true in any "fanily11 situation. A family argument brought 
out into the open fails to create sympathy for either party. 
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It is more likely to create a "sideline" antagonism toward 
~parties • 
In summing up the military situation in regard to uni-
fication, Secretary of National Defense Johnson has said: 
On the Normandy beaches, the Soldiers who went 
ashore were protected by~ Force cover. They were 
supported by Navy guns. ~ beachmas ters directed 
the actual landing. Men of every service died to-
gether on those beaches. Men who can die together, 
can live together .1 · 
Sugge~ Readings 
Rex Harlow, Pub lie Rela tiona in War and Peace, (New York: 
Harper and Bros., l943},1Cbapters IV and v. 
L. Urwick, The Elements of Admini'stration, (New York: Harper 
and BrOS:, 1943). Chapter V discusses the principles of 
organization and coordination. 
Bronson Batchelor, Profitable Public Relations, (New York: 
Harper and Bros., 1938}, Chapters I and II. 
A Handbook For Public Information Officers, Armed Forces In-
- formation School, 1948 revision. Section I discusses 
responsibility for public information. 
Silgges ted Questions 
1. In wba t ItBnner do the principles of USAF PR differ from 
those applicable to other organize. tions in business, labor and 
industry? 
2. Give individual ex~ples of how the Air Force can improve 
upon i tE operation by the applies. tion of each of these prin-
ciples • 
1 Secretary of Na t1 onal Defense Louis Johnson, in e. 
speech before The American Society for Newspaper Editors, 
April 22, 1949, Washington, D. c. 
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GHAPTffi V 
PUBLIC OPINION IN PUBLIC IlliiATI ONS 
~ ~ .2f. public opinion in Air Force PR. General 
of the Army Dwight D. Eisenhower bas defined "national aecur-
ity" as: 
A .state of organized readiness to meet external 
aggression by a quick and effective mobilization of 
public opinion, trained men, proved weapons, and 
essential industries, integrated into the moat effec-
tive instrument of armed defense, and reinforced by 
the support .2£ every citizen in the measure ani form 
necessary for preservation of our way of life. 
It is significant that the definition lists public opin-
ion fi·rst anDng the necessary ingredients of an effective de-
fense organization. The power of public opinion cannot be 
overestimated. It is the strongest single force in the world 
today. 
In America and other democratic nations it is the 
"sovereign power". Public opinion can make or break the rep-
utation and effectiveness of any individual, organization, or 
service. 
Public opinion expressed in action can change religions, 
traditions, customs, laws, and even forms of government. The 
Bill of Rights, the Boo ton Tea Party, or Pontius Pilate' a 
decision draxmtically represent the "dictates" of public 
1 A Handbook for Public Information Officers, Armed 
Forces Information Schoor,-1948 revision, p. 72. 
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opinion. The his tory of the Air Force is punctuated with 
examples of the importance of the role of public opinion • 
The vision and intuitive foresight of General Billy 
Mitchell was not publicly accepted at first. It lacked the 
support of public opinion. Later, public opinion not only 
accepted the concepts General Mitchell advocated, but also 
demanded that his name be cleared of criticism resulting from 
his belief in air power. Public opinion sometimes crystall-
izes slowly, but When formed exercises its power with unmis-
1 
takable impact. As it relates to the Air Force, public 
opinion manifests itself either directly or through the means 
of the ballot box. 
Public opinion is .not static. It is subject to change. 
It consistently varies as man himself varies in his ideas and 
conduct. Uninhibited public support of the USAF during times 
of national emergency does not insure continuation of that 
support and unity for an indefinite period. Thus, in addition 
to knowing and understanding the role which public opinion is 
assigned to play in a democratic nation, each officer in the 
USAF should at least understand the following things about 
public opinion: 
1. He should know what public opinion is • 
2. He should be able to determine public opinion on a 
1 This and other examples are treated in a historical 
thesis written by Lt. Col B. L. Baker and Major George 
Schenkein at School of PR, Boston University, 1949. 
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specific issue and judge whether his own behavior and the 
action of the Air Force are in tune with the interest of _the 
public. 
3. He should have a knowledge of how public opinion is 
formed. 
4. He should know the importance of enlightened public 
opinion and be able to assist effectively in guiding its for-
mation. 
A definition. Public opinion is as old as mankinft. It 
probably came into existence at the same time that man devel-
oped a means of communicating his ideas and the ideas of his 
group to others. \Vhenever groups of individuals interact 
there arise certain problems. These problems become apparent 
and are expressed in terms of public opinion. 
Today it is accepted that "public opinion refers to 
people's attitudes on an issue When they are members of the 
same social group. nl The key words to the definition are 
attitudes, issue, and groups. An attitude is a response which 
an individual has learned, usually as the result of past re-
wards or punishment. 2 Almost everyone in this country has 
come into contact with Air Force p3rsonnel or ins ome way 
1 Leonard V/. Doob, Public Opinion and Propaganda 
(NewYork: HenryHoltandCompany, Inc., 1948), p. 35. 
2 ~., p. 27. 
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heard about Air Force operations either directly or indirectly. · 
From these experiences he develops attitudes, good or bad, 
•• \ toward the Air Force or its members. 
An individual's feelings concerning USAF can be latent 
or expressed. A large segment of our population possesses 
attitudes concerning low-flying aircraft. This cannot be con-
sidered public opinion until such time as an issue arises. 
Latent attitudes then form a basis of expression. A low-flying 
aircraft in Alabama decapitated two farmhands. A twin-engine 
bomber crashed into the Empire State Building. The issue 
arises: should aircraft be allowed to fly over populated 
areas such as these? 
The public in each case was vehement. Many groups of 
people throughout the nation expressed public opinion through 
the various communication channels available to them. Atti-
tudes thus expressed are called external public opinion. Many 
people were aroused as the result of these two mishaps, but 
were unable, or did not care, to e~ress their opinions. This 
is called internal public opinion. 
Retailers throughout the country have attitudes concern-
ing special purchases through the post exchange. These busi-
ness men constitute a group. The wife of an Air Force officer 
~ recently went to a large department store in Washington, D. C. 
While there, she critically examined each type of innerspring 
mattress offered for sale. After discussing the merits of 
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each type with a salesclerk she apparently decided on a 
nationally distributed brand. When asked where she wanted it 
delivered, she calmly told the clerk that she was only 
"selecting" and would place her order wi tb the post exchange. 
This episode resulted in the purchasing agent for the 
store advising the manufacturer that he would no longer handle :: 
his merchandise if the poo t exchanges in the Washington area 
were allowed to sell the product. It is incidents of this 
nature which contribute to the formation of adverse public 
opinion for the Air Force. 
"It must be emphasized that public opinion is a term 
not to be employed either easily or carelessly.· It is not a 
synonym for people. It presupposes a social organization or 
group as well as a series of more or less common experiences. 
which people have had. ul If the Washington incident is re-
peated in many communities throughout the country, it would 
be easy to understand why public opinion might demand a costly 
investigation into post exchange practices. The caa.ual exper-
ience of the store clerk and purchasing agent created an atti-
tude that was potentially dangerous. 
MEASURING PUBLIC OPINION 
Opinion polls and surve~. Opinion research has made 
1 lli.9:. ' p • 42 • 
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rapid strides in America during the last decade. There are 
numerous reliable organizations devoted to the job of determ-
ining public opinion through the use of surveys and polls. 
These firms emplqy skilled interviewers trained in the most 
advanced polling techniques. Their successes in certain areas 
of research have been outstanding. 
Effective polls are based on the theory of sampling 
public opinion. Rather than interview all members of a group, , 
a costly and time consuming process, a representative sample 
is selected. Armed with a carefully prepared set of questions, 
the pollster interviews each member of the sample. The an-
swers are then tabulated and analyzed. Throughout the proce-
• 
dure, care is taken to insure an objective ana scientific 
approach. 
Polls of this na b.lre are indispensable when large or 
extensive publics are involved. In most .cases it requires 
professional ability. During World War II the military estab-
lishment utilized this method of finding facts which provided 
a sound basis in solving certain morale, personnel, and train-
ing problems. 
~panel. Ordinarily, in conducting polls it is a 
practice not to interview the same individual more than once 
or twice each year. This practice is not followed, however, 
in the use of the "panel" method of sampling. In this method 
a representative sample is selected and interviewed 
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periodically. Steps are taken to create confidence and insure 
cooperation on the part of the panel members. When a question 
of public opinion comes up or whenever the need arises, each 
member is interviewed. 
This method has distinct advantages over the ordinary 
1 type of polling technique in certain situations. Ita chief 
advantage to the Air Force lies in its high degree of adap-
tability to the USAF situation at every level of command. 
One base commander near New York City organized a panel 
consisting of professional public relations specialists. In-
formation gathered from this source proved invaluable in the 
determination of public reactions to certain policies of the 
base. 
Another commander at a southern base selected a repre-
sentative panel of airmen assigned to his unit. A systematic 
evaluation of the opinions of these indi viduala furnished the 
commander a bas is of determining certain a trengths and weak-
ness es within his comnand. 
The Community Advisory Committee 2 has been used in 
many instances as an effective sounding board for the measure-
ment of public opinion. However, the use of the Advisory 
1 See Leonard W. Doob, Public Opinion and Propaganda, 
(New York: Henry Holt and Company, Inc., 1948r;-pp. 174-178. 
2 A Handbook for Public Information Officers, Armed 
Forces Information S~ol, 1948 Revision, Sec. X. 
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Committee as a panel will yield erroneous results if the com-
mittee, as selected, does not constitute a representative 
sample of the people in the community. The determination of 
a representative sample involves more skill in community anal-
ysis than is commonly recognized. 
Attitude scales. "The most refined method for measur-
ing public opinion is through the use of attitude scales. 111 
This is a complicated method. It requires a high degree of 
professional knowledge and skill in the compilation of the 
battery of questions to be asked. Evaluation of the answers 
obtained involves technical statistical analysis. This method 
of measurement is not practicable at base level, but has been 
used effectively in the solution of Air Force wide problems 
such as officer selection, combat crew training, and prepara-
tion of efficiency reports. 
Individual observations. Every officer makes individ-
ual observations of public opinion each day. He might read 
a newspaper, lis ten to a radio corrmenta tor, do some "hangar 
flying", talk with a friend, or hear complaints. He trans-
lates these unsystematic observations into what he considers 
public opinion concerning both himself and the Air Force. 
This method is perhaps the easiest way to measure 
1 Q£· ~., p. 182. 
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public opinion, and has, at infrequent intervals, produced out~ 
standing results. 1 Its shortcomings, however, outweigh its 
·4t advantages. It is unreliable, erratic, and usually colored by 
the subj~ctive opinions of the officer concerned. The 1948 
national election reveals that it.£.!!.!! serve as a valuable 
adjunct to formalized opinion surveys. 
• 
To improve on this method requires the performance of 
systematic observation of people's reactions, letters of com-
plaint, or other sources of opinion. "It is possible to ob-
serve people both systematically and continually, and, thus, 
to obtain data which, though they cannot be thrown into 
statistical form, nevertheless can be perhaps as reliable and 
valid as a poll or an attitude scale. 112 
One public relations counsel3 stated that when he wants 
to "size up a community" quickly he talks with the members of 
the clergy and taxicab drivers. An analysis of their opinions 
usually serve as a working basis for expedient action. 
During World War II the various branches of government, 
including the military, capitalized on the American custom of 
writing letters of complaint or approbation. A careful and 
systematic analysis of the correspondence files revealed 
1 Glenn Griswold and Denny Griswold, Your Public Rela-
tions, {New York: Funk &. Vlagn:alls Company, 1948), p. 234. 
2 Q£• cit., p. 191. 
3 Dr. Raymond W. Miller, in a speech at Boston Univer-
sity, January, 1949. 
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certain segments of public opinion which could be considered 
valid. 
R~. Rumors are an accepted part of military life. 
"What's the poop from the Group?" is quite frequently a sub-
stitute for "Good Morning". The reply usually confines its elf 
to the passing on of a rumor. 
Rumors have a bearing on the evaluation of public 
opinion because they constitute an index of what people con-
aider important at the moment. They also reflect those in-
cidents or situations which the people concerned do not fully 
understand. Rumors are only clues to public opinion, and as 
such may be important, but any conclusion based on the anal-
ysis of a rumor can be no better than a guess. 
THE FORMATION OF PUBLIC OPilU ON 
An emotional process. Man is never exclusively a ra-
tional animal. 1 His thoughts and actions generally stem from 
a mixture of reason and emotion. His emotions, based on his 
likes, dislikes, and other psychological reactions, more often 
than not overshadow his reasoning capacity. 
Of the various elements contributing to the formation 
of pub lie opinion, the psycho log 1ca 1 factor is pe rbaps the 
1 See Vlilliam Albig, Public Opinion, (New York: McGraw-
Hill Book Company, Inc., 1939), p-; 63. 
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most fundamental. The existence of public opinion is depend-
ent upon attitudes which are founded on a psychological 
process. 
The owner of a very large garden-type apartment project 
near Boston refuses to rent to personnel of the USAF, although 
he does make his units available to Army and Navy personnel. 
His reason is based upon the fact that at one time an Air 
Force Officer signed a two-year lease and moved out without 
notice at the end of four IWnths. Not knowing whetre r the 
officer would return, and not being able to re-rent the unit 
until the lease had been 'officially' terminated, the owner 
tried to get in touch w1 th the officer. 
After some time had passed the former tenant, while 
slightly intoxicated, approached the owner and advised him 
rather abruptly that he was in the military service and was 
privileged to vacate his quarters at any time without regard 
to leases or rent past due. 
This example illustrates that emotion can play an im-
portant part, as it is reflected in the ban to!.!.!: Force 
personnel only. Reason might have dictated a ban to all 
military personnel. 
4t Interpersonal relationships. A statement made by the 
former Army Chief of Staff keynotes the strongest single 
factor in the formation of public opinion: 
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A well-qualified Public Relations Officer can 
do much to lessen and counteract adverse criticism. 
However, it shculd be borne in mind that the impres-
sion gained by the public of the Army is largely 
formed as a result of daily contacts of civilians 
w1 th officers and enlisted me'Ii:"'l-
There is no substitute for personal contact in the 
formation of public opinion. It is said of Caesar that his 
enemies dared not converse with him for fear of being won 
over to his side. 
"Any time more than two persons gather together for any 
purpose there 1a a potential force in public opinion forming."2 
Even in our mcdern day of mass communication, with all the 
possibilities of the radio, newspaper, books, television, 
motion pictures, etc., the face-to-face situation still re-
mains the mst powerful influence in creating personal atti-
tudes and public opinion. 
The work of the some two or three hundred information 
specialists within the USAF can be completely negated by the 
practice of poor inter-personal rela t1 ons on the part of a 
small number of officers or airmen. The job of creating 
public attitudes favorable to the USAF rests finally with each 
member of the organization. People learn by experience. The 
1 General Dwight D. Eisenhower in a letter, dated 
April 24, 1946. Appendix C, Army Handbook. 
2 John Price Jones and David McLaren Church, At The 
Bar of Public Opinion, (New York: Inter-River Press ,1939T, 
P.l04. 
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more personal the experience is, the more lasting the impres-
sion. The success of any community PR program or special ,. 
' event sponsored by the USAF--demonstrations, exhibits, open 
•· \ 
houses, and the like depends upon the existence of good inter-
personal relations. 
Mass communication. Today important changes develops 
so rapidly that a person must rely upon sources other than 
personal experience to keep up with changing conditions. 
During his lifetime a single individual has been con-
fronted with the development of automobiles, aircraft, radio, 
motion pictures, and television. He has endured two major 
world wars, and now he is confronted with atomic energy and 
its implications. 
With change comes the need for more information. When 
a person thinks that the information which he derives from 
his own realm of experience is inadequate, he turns to other 
sources. In America he 1s furnished w1 th a myriad of mass 
communication media. Newspapers are available--50,000,000 
copies a dey, a radio in almost every home, magazines and 
trade journals on every corner newstand. Pictures, cartoons, 
and pamphlets are his for the asking. The book-a-month and 
a movie-once-a-week habit is becoming a customary practice 
with many. 
Each of these various indirect means of communication 
with which an individual comes in contact serves to influence 
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him in some manner. The influence exerted depends upon the 
individual concerned and the circumstances involved. Thus, 
it is difficult to measure. 
1mss media do accomplish at least three things, however, 
which affect the formation of public opinion: 
1. They furnish information or facts on which individ-
uals may base their judgments. 
2. They fumish anotiona.l stimuli which influence the 
formation of attitudes. 
3. More important, they serve to crystallize existing 
individual attitudes and opinions. 
Unfavorable public opinion. Extensive worldwide oper-
atlon required of the USA!<' offers a limitless number of situa-
tions leading to the formation of public opinion. The method 
of handling each situation determines largely whether the 
opinions will be favorable or unfavorable to the Air Force. 
Listed here are ten typical areas where unfavorable public 
opinion may be formed: 
1. Disinterest in community activities. 
2. Curt form letters, failure to reply to complain-
ants, delay in conmunica tions --"Red-Tape". 
3. Referring people from one office to another--"Pass-
ing-the-Buck". 
4. Commanders and staff officers who make themselves 
inaccessible. 
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5. Improper social conduct, or violation of community 
or national customs. 
6. Low-flying aircraft. 
7. Abrupt telephone practices. 
8. Unnecessary expenditure of government funds. 
9. Improper administration and treatment of civilian 
employees. 
10. Inabili~ of officers to make effective public 
appearanc ea. 
AN ENLIGHTENED PUBLIC OPINION 
Censorship and suppression.are the biggest obstacles to 
the free formation of true public opinion, Dictators employ 
both measures. They attempt to censor all information and 
communication addressed to the people. They take every pre-
caution to suppress the free expression of public opinion. 
To insure their survival they must employ all available means 
to mold public opinion. 
Such is not the function of a democratic government. 
The responsibility of the Air Force and other governmental 
agencies is to furnish valid information to the people Ylhich 
can be used as a basis for decision • 
~competency of the public's judgment is sometimes 
open to question. But "only dictators ••• are able to view 
public opinion as a stumbling block to progress or as a lump 
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of putty which they alone are gifted to mold. 11 1 
It cannot be denied that, on occasion, public opinion 
is umvise and sometimes unintelligent. But the fact remains 
that the American people today constitute the most widely 
read and best informed public in the world. They are also the. 
most articulate. 
Even though, at a ~rticular moment, a public expression 
on an issue rray appear unfounded, over a long period of time 
public opinion will reflect what people feel is in their best 
interests. People decide their own fate. The part the Air 
Force must play 1n this decision 1 s, first, to formulate po 1-
icies consistent with the public interest; and, second, to 
2 
keep the American public adequately informed of these policies. 
The acceptance or rejection of these policies will then be re-
flected in a free express ion of public opinion. 
Suggested Readings 
A Handbook For Public Information Officers, 1948 Revision, 
- (Carlis~Barracks, Carlisle, Pa., Army Information 
School), Section 10. 
Leonard w. Doob, Public Opinion and Propaganda, (New York: 
Henry Holt and Company, Inc., 1948), Chapters I through 
x. 
Glenn Gris wo 1d and Denny Griswold, Your Public Relations, 
(New York: Funk & VlagnalJs Company, 1948), Chapter XIII. 
· York: 
z. 
~See principle No. 2, Chapter IV. 
j. 
z Leonard VI. Doob, Public Oyinion ~ Propaganda, (New 
Henry Holt and Company, 1948 , p. 206. 
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William Albig, Public .QEinion, (New York: McGraw-Hil~ Book 
Company, Inc. , 1939), Chapters I, II, V, X, XI, XII·~ 
John Price Jones and David McLaren Church, At The Bar of Public 
Opini2E, (New York: Inter River Press, 1939r:-Cbapters IX 
through XY. 
Stuart Chase, ~1e f)oper Study of Mankind, (New York: Harper 
& Brothers, 1948 , Chapters XIJ and XVI. 
Rex F. Harlow, Public Relations in War and Peace, (New York: 
Harper & Brothers, 1942), ChaPters-Ir;-VIII, and X. 
Walter Lippmann, Public Opinion, (New York: The MacMillan 
Company, 1922), Chapters I, II, XI, XII, XIII, and XVIII. 
Bruce L. Smith, Harold D. Lasswell, and Ralph D. Casey, 
Propaganda,· Communication, and Public Opinion--A Compre-
hensive Refer~ Guide, (Princeton: Princeton University 
Preas, 1946). A complete annotated Bibliography on the 
subject. 
J. Handly Wright and Byron H. Christian, Public Relations in 
.Mana~ement, {New York: McGraw-Hill Book Company, Inc., 
1949 , Chapters II and III. 
Hadley Cantril, Gauging Public Opinion, (Princeton: Princeton 
University Press and Associates, 1947), Chapters I, II and 
III. 
The Public Opinion Quarterli_, (Princeton: Princeton University 
Press). This periodical presents current and timely toplcs 
in public opinion analysis. 
Suggested Questions 
1. What is public opinion? 
2. In what manner does American public opinion affect USAF 
operations 'l 
3. Outline mat you consider the beat methods of determinj,ng 
public opinion on a particular issue? 
4. What part shoulC. each member of the Air Force play in 
assisting the American people to arrive at decisions? The 
Air Force as a whole 'l 
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5. Do you consider American public opinion to be "competent"? 
6. How does public opinion affect the USAF Public Information 
.• Program? 
•• \ 
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CHAPTER VI 
COMrr.UUITY RELATIONS 
If the Air Force could solve its community relations 
problems at Air Force Base level in an efficient manner, the 
PR problems of the USAF as a v.hole would be reduced to a very 
few. The same is true of any large company. u. s. Steel 
Corporation, which is organized very similarly to the USAF in 
its public relations activities, strives to make its individ-
ual plants fit into the communities where they are located, 
in such a manner that the community populace will feel that the 
plant 11belongs n to them and is inseparable from them. Such a 
simple thing, at first inspection, seems obviously simple and 
relatively easy. Yet, for an Air Force Base, with its big 
I 
fence around it and noisy planoo flying overhead, to fuse into 
a co:rmnuni ty and be 11acc epted 11 presents many difficulties • 
It is the purpose of this chapter to present a few of 
the problems and s one of the remedies which the individual Air 
Force officer should understand--if his base, and consequently 
his Air Force, is to succeed in community relations. 1 Identi-
fying a military airfield with a community and its interests 
1 Lt. Col. George Croker and Capt. Stephen Saltzman have 
written a thesis on community relations at Boston University's 
PR School. 
calls for the utmost in planning and participation, not only 
by the commander, his PIO, and the staff, but by every individ-
ual officer and airman. The development of an adequate com-
munity rela tiona program is perhaps the most diffl cult prob-
lem and {one of the most important ones), public relations-
wise, of the Air Force today. 
Identification of the Air Force Base ~ ~ integral 
part of the communi~. Many military bases have alienated 
their adjacent communities by building up mental "fences 11 
along with the physical fences. Some military persons have 
construed themselves to be a part of the "government", as 
existing in that particular community only to afford protec-
tion, and some have even gone so far as to deem the base as 
far more important than the adjoining town. An enterprising 
commander can make a a tudy of the mill tary group which pre-
ceded his and learn the mistakes the first group made. He 
can search out and find what the townsfolk did not like about 
the former occurants, and what efforts were make by the group 
to fit in and where it failed. Some c onmanders have gone into 
new communities and demanded housing and a certain percentage 
of rentals. Others have declared adjoining towns tloff limits" 
for scant or unexplained reasons. In many towns, on the 
other hand, the thoughtless conduct of military personnel has 
made such a bad impression on town officials that the command-
er has been requested to keep his men at home. 
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A commander and his staff must first indoctrinate all 
personnel at a base that their behavior while off the base 
should be exemplary and above reproach at all times. A clean 
uniform and good manners mile "downtown" reflect a good out-
fit ani a good Air Force. A good officer or airman knows that, 
people see the mole Air Force in him. This feeling should 
be so extended to all personnel that they understand that good . 
conduct on their parts will have a major bearing on the future 
of the Air Force. Indeed, public acceptance of the Air Force 
unit in a community depends, in a great degree, upon the 
members of the Air Force taking their places in the community 
as good citizens and helping neighbors. 
In the indoctrination of his personnel, the commander 
should also remember that good citizenship and neighborliness 
is not just a matter of duty. The personal satisfaction 
derived from individual participation in being a good soldier 
and a good neighbor should be stressed. When a job is well 
done, both citizen and soldier gain an emotional balance which 
is necessary for ideal community living. Fewer disciplinary 
problem aria. e from the soldier who has obtained a personal 
social satisfaction out of associating himself with the com-
muni ty as a responsible citizen • 
After the individual officers and airmen are aware of 
their personal roles as good citizens, the whole group must 
identify itself with and align itself with the same desires 
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and social undertakings of the community. Most bases have had 
their own Community Chest, Red Cross, and similar drives, but 
a great many of these have failed, or have been accomplished 
with only a token partic.ipation. Recently, at· an airbase in 
the Midwest, the base chairman of the Community Chest drive 
handed over to the city chairman a checlt for $10,511, repre-
senting the contributions of mill tary and civilian personnel 
on the base. The amount of the check was not spectacular, 
but it represented gifts of over 96% of the total personnel 
stationed on the base. This base ·is on the way toward good 
community relations. 
In 1948, a new group moved to a field that had not been 
occupied since the end of the war. The field was very near a 
small town that was undergoing a severe water shortage. The 
commander ordered immediately that all available rolling tank 
equipment be moved daily with a full supply of water to the 
town square --this was done until the water supply was replen-
ished. The new group was ttin 11 • 
Military bases shruld enter all town activities, not 
as a responsibility, but with a feeling of sharing of interests 
for mutual benefit. If no benefit can be derived for the base, 
the activity shruld be entered into anywa:y, with the same 
• enthusiasm that goes with good citizenship. Tinker Air Force 
Base at Oklahoma City is faced nearly every year with supply-
ing doctors, nurses, transportation, food, and housing for the 
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unfortunate persons who are often injured, and made homeless 
or hungry by the tornadoes that sweep the state of Oklahoma. 
Everyone at the base enters this responsibility with helping 
hands;.Tinker Air Force Base is considered a good neighbor 
and part of the town of Oklahoma City. 
Participation £z Air Force groups and individuals in 
civilian organizations. Not only should an Air Force Base take 
a leading part in community affairs--the base should seek 
representation, by unit and by individuals, in worthwhile 
civilian organizations in the community. Communities are 
changing. New groups, new interests, and new leaders arising. 
Being on good terms only with older leadership is not enough. 
The military group will do well to have an associate member in 
the Chamber of Commerce, in Merchants' Associations, in Trade 
Associations, in community housing projects, in the Parent 
Teachers Association, in professional groups, in civic clubs, 
and in all othEr organizations which strive for social better-
ment. Several bases have made for good disciplinary control 
of military-civilian squabbles by having the provost marshal 
become an honorary sheriff or a member of the local Police 
Council. Official participation in athletic leab~es in the 
town increase good will, particularly if civilian employees 
are allowed to play on the teams. Skeet and pistol matches 
with local or highway police lend mutual understanding of each 
other's problems. Air Force units should work in close 
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cooperation with veterans' organizations, National Guard 
units, and reserve organizations. Inactive reservists in the 
community can foster goodwill or antagonism--the old idea of 
"Regulars vs. Reserves" shruld never be tolerated. 
Air Force individuals should identify themselves with 
everything in the community that other citizens participate 
in, such as oocial clubs, lodges, professional and art clubs, 
churches, sports, radio and photography clubs, hunting and 
fishing clubs, book clubs, and service clubs--in short, the 
Air Force member should learn to become a part of the commun-
ity. He must accept the dual responsibility of soldier and 
good neighbor. His personal conduct should be friendly and 
sociable. Usual :cy-, the fellow who ca~ot get along w1 th his 
neighbors does not make a good military man. 
Civilian employees. The Armed Forces have in their 
employ some several hundred thousand civilian employees, most 
of whom live in an adjacent community. Many bases have over-
looked their civilian employees as an important factor in 
building good com~unity relations. There has been discrimi-
nation in handling, hiring, firing, and promotions, especially 
among ungraded employees. 
"Employees are the closest, most direct emissaries from 
the organization to the public. They spend one-fourth of 
their time in the office or the plant, and three-fourths in 
the community. Their opinions of the organiza tiona, whether 
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founded on fact or ignorance, get carried home and from there 
fan out i~to the community."1 
Let's take an example: The Air Force Depot at San 
Bernardino, California employs 11,500 civilians. They go to 
homes where they influence some 40,000 to 50,000 relatives, 
and perhaps 20,000 neighbors. If these in turn have a good 
word (or a bad one) to say of the depot to two friends, some 
240,000 persons have formed an opinion. This number of people .· 
is far more than actually reside in the town of San Bernardino, 
but illustrates how important opinions are when they are 
transmitted in geometric proportions. 
These employees, like those in industry, must be in-
formed of the organizations' policies and activities. They 
must be made a part of the smaller community of the base, on 
a personal basis if possible. Some commanders have civilians 
on their staffs, while others conduct separate civilian staff 
meetings. There are many ways to inform the employees: by 
meetings, question and answer periods, personal periodic 
letters from department heads on rate of learning, productiv-
ity, and progress, bulletins, bulletin boards, posters, and 
employee newspapers. They must also have a means to "talk 
back to the boss" --by open forums, suggestion-making proced-
., ures, group dis cuss ions lead by responsible executives or 
1 From a memorandum to the American Iron and Steel In-
stitute, prepared by Hill and Knowlton, public relations 
counsels, New York, March 1947. 
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staff members (or the commander himself, if possible), and 
complaint periods. They should, of course, always have re-
course to the connnander by letter and personal conference. 
Friendly competition in productivity, maintenance, and sports 
events all lend assistance in making the employees boosters 
for the base. If they can be made to be boosters for the Air 
Force, a large percentage of the. community public has been 
reached. 
Schools, boys' clubs, and aviation clubs. The Air 
Force has made remarkable progress during the last four years 
in gaining the support of aviation affiliates and aviation 
clubs. Many b~ses have sponsored aviation "meets", races, 
demonstrations, and cooperation has been achieved with the 
Civil Air Patrol in working with boys' clubs. Model makers 
have been invited to airfields for competition races with 
model airplanes, and Air Scouts have been given serious 
technical training at many fields. 
Work has been done on the placement of Air ROTC units 
in colleges and universities, but little has been done in high 
school or boys' preparatory schools. A great opportunity lies 
in c oopera ti on with high s choo la , with the possible granting 
of scholarships for Air ROTC colleges. Bases could have "open 
houses" for school children and get them interested in what 
the Air Force is doing to maintain skill in aviation and 
defense. Bases should exchange speakers for audiences with 
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high schools and supply motion pictures. Close cooperation 
between officers and teachers would net a better understanding 
of each other's problems--joint exchange of newspapers and 
airplane rides for school children would stimulate interest 
in the Air Force. A sound program in the high schools would 
stimulate recruiting and gain better qualified personnel. 
Open houses in conmuni~ relations. The best advantage 
in conducting an open house is the breakdown of the barrier 
created by the fence around the installation, the armed guards, 
and the signs reading "military post--keep out", and allov1ing 
the conmunity to come in and inspect the airfield. It gives 
the community an opportunity to become acquainted wi.th the 
work of the Air Force. It requires the cooperation of all 
military members of a base to insure a well-planned open 
house Which will provide for interesting instruction and 
entertainment for the public. The appearance of buildings, 
grounds, and personnel should be at their 11best 11 • Special 
open houses should be arranged for special groups such as 
scouts, editors, women's clubs, and schools. Military per-
sonnel should never harbor the idea that one annual open house 
for the public ceases their responsibility to show the public 
what the Air Force is doing in the way of training. The 
gates shruld be opened to the public as often as possible, con-
Distant with coat and security. 
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Relationsh~ with media sources. The military air-
field's participation in community affairs must be told to 
the public through the zoo dia of press and radio. Adequate 
news stories and interesting feature stories should be supplled 
to newspapers, periodicals, and t."le radio stations in the 
area. These stories should contain newsworthy items and 
events occurring at the field--they should stress the mission 
of the Air Force and the base's functions in the community. 
Every effort should be made to humanize the mission and the 
personnel of the base, stressing their relationships with 
community life. Radio and press relations will be discussed 
more fully in succeeding chapters. 
Miscellan~ aids to communitz. relations. There are 
many other aids to good community rel.a ti ons which might be 
dealt with at great length, but a few of them will be men-
tioned here: 
1. Troops arx:l military bands should participate in 
civilian ceremonies and parades as much as possible. They 
lend color to ceremonies and aid in drives for the betterment 
of the community. 
2. Frequently overlooked, but nonetheless important, 
is the handling of correspondence. Too many officers are 
guilty of answering civilian inquiries with curt "military" 
language. Letters to civilians should be polite, informative, 
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warm and personal, and detailed as much as possible, if detail 
is required. All inquiries from civilian sources should be 
answered prom£t6[. 
3. Inviting special important civilians at intervals 
is important. Some officers' clubs make associate members of 
the town mayor and the members of the city council. These 
persons should be well acquainted with the com:nander and his 
staff and the mission of the base. 
In general, every Air Force Base should strive to become 
a living part of its conmunity. Air Force members should wel-
come the opportunity for participation in the everyday life of 
their neighbors • 
Suggested Readings 
Dwight H. Plackard and Clifton Blackmon, Blueprint for Public 
Relations, {New York: 1947}. Read Section 4. 
J. Handly Wright and Byron H. Christian, Public Relations In 
Management, {New York: 1949). Read Chapter IX. 
Averell Broughton, Careers in Public Relations, (New York: 
1943}. Read Chapter XV on government public relations, with 
emphasis on the Army and the Navy. 
A Handbook for Public Information Officers, Armed Forces In-
- formation School-,-1948 revision. Read Section 10 on 
communi~ relations. 
~ested Questions 
1. After reading the previous chapter, do you now feel that 
you have a more important role to play as a representative of 
the Air Force in the community in Which you are now 
stationed? 
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2. Vihy does the civilian employee play an important part in 
good communlt,y relations? 
3. Why is community relations a public relations problem? 
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CHAPTER VII 
PUBLICITY IN PUBLIC RELATIONS 
The Air Force is a complex organization. Air Force PR 
involves the same degree of complexity. USAF public relations 
is good only to the extent that policies and their execution 
are basically sound, the mission is being satisfactorily 
accomplished, and the American public knows about and under-
stands both. Public relations within the air arm consist:·of 
what ~ ~; publicity is what !!_ ~ ~ ~· The USAF can-
not expect to function effectively for long or gain support 
from the American people if these two are not identical. 
What is publicity? "All publicity is public relations, 
but not all public relations is publicity •••• Giving service, 
not telling about it, is the fundamental of public relations. 
Publicity is the subsidiary technique with the function of 
doing the telling. nl Publicity is a too 1 in public relations. 
It is a means employed in the dissemination of information. 
Publicity, properly utilized, communicates facts concerning 
the Air Force. The primary purpose of USAF publicity is to 
enable the various groups comprising the American public to 
~· base their decisions on fact rather than conjecture. However, 
1 Herbert M. Baus, Publicity, (Harper & Bros.; New York, 
1942), p. 6. 
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principle No. 6 set forth in Chapter IV should never be vio-
la ted • 
Types of publici t:y. U3AF public 1 ty .can .be generally 
classified into one of two types: word-of-mouth publicity, 
or written publicity. 
Word-of-mouth publicity ranks as the more effective. 
The spoken word in a personal contact situation is the most 
important publicity the Air Force can receive. 
By engaging in conversation w1 th only one different 
person each day the 500,000 memebers of the Air Force could 
reach 15,000,000 people in one month, roughly one-fourth of 
the working population. What we say about ourselves in pri-
vate conversation and public speaking will eventually be 
reflected in public opinion. Each member of the Air Force 
has the jd:> to make his organization worthy of good publicity. 
He must be able to let the public know what the Air Force is 
doing, to believ~ in the Air Force himself, and to tell the 
story of the Air Force to everyone with whom he comes in con-
tact. Vihat he feels and how he behAves tells as much or more 
than anything he says. 
The prowess of the U. S. Marine Corps is legendary on 
the American scene. A brief talk with almost any Marine 
points to the reason why this is so. Marines believe in their 
Corps. They believe in the importance of their mission. They 
believe that they comprise the 11bes t fighting outfi t 11 in the 
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world. vThen the occasion permits, they seldom fail to tell 
their story to those a rcund them •. This type of publicity con-
sistently exerts the most important influence in the free 
formation of public opinion. It is in this area that each 
member of the Air Force finds a mutual responsibility. 
Written publicity for the USAF assumes as many differ-
ent forms as there are media through which it can be expresse~ 
Articles and stories about the Air Force appear in newspapers, 
magazines, trade journals, books and brochures. Script 
writers adapt material for use in motion pictures, radio, and 
television. Photographs, charts, cartoons, and drawings tell 
the Air Force story graphically. The modern military philos-
ophy, "Air PCM'er' is Peace Power", imprints itself on the pub-
lic mind through letterheads, signs, and advertisements. 
Written publicity, while not as effective as the per-
sonal approach in influencing the basic attitudes of the pub-
lic, performs an essential role in USAF public relations. It 
enjoys extensive coverage. Publicity in these various media 
touches every group in America and exerts a strong influence 
on international relations. Another advantage lies in its 
capacity for rapid transmias ion. The effectiveness of pub-
4' licity is often dependent upon the time factor involved. 
Technical developments in radio, wire services, facsimile, and 
television provide means of immediate disa emina tion of inform-
ation. 
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For the most part all phases of written publicity are 
handled by communication specialists. Headquarters, NME, is 
charged with network radio programs, arrangements for major 
speeches, news releases of important developments, and at the 
present time, television production. Base PI0 1s produce 
radio shows for local stations, handle local news releases, 
furnish the press with articles of interest concerning the 
Air Force, and otherwise arrange for the dissemination of in-
formation to the public at base level. The efforts of these 
specialists, however effective they may be, do not relieve the 
individual officer of his responsibility in the program. 
Officers other than PIO' a. An officer not engaged in 
public informs. tion work plays an essential role in the public 
information program. He must understand the importance of 
publicity, acquaint hireelf w:tth the problems of the PIO, and 
personally identify him'3 elf with the program. 
He should be able to recognize those incidents or 
happenin~ Which possess news value, and report them promptly. 
Letters and telegrams addressed to civilian agencies are a 
form of publicity. They should be dictated with this in mind. 
An officer should willingly participate in radio shows, public 
speaking, demonstrations, "open houses", and other special 
events. And, perhaps of rmre importance, his private conver-
sation !!lUst reflect his belief in the USAP. "The assumption 
on the part of any officer that he can freely express personal 
63 
liRW'Sr'rmaeerrrmsn:nn =n 7 -
• 
• 
opinions on subjects of importance without having such state-
ments associ a ted with his official position as a repres enta-
tive of the Air Force is fundamentally unsound and rna.y result 
in serious embarrassment to the Air Force and consequently to 
the officer concerned. nl 
On occasion, the service receives bad publicity which 
adversely affects its reputation as a fighting arm. Sometimes 
this cannot be avoided. When it does happen the first impulse 
is to take counteractive measures, by giving the public the 
"other side" of the picture. In doing this an officer must 
remember that publicity cannot accomplish a mansize job over-
night. Corrective action is much slower and more difficult 
than preventative measures. Publicity cannot cover up a de-
feet in policy or operation. The first solution to bad pub-
licity is to eliminate the cause; the next step is to inform 
the public of the corrective measures taken. It is valueless 
to balance the scales by pointing to the good things the Air 
Force has accomplished in the past. 
Personal publicl.Et. Flying still retains some of its 
original glamor. The development of a new type aircraft is 
"news" and people want to hear about it. They want to know 
about record-breaking flights, about the strategy of atomic 
bombardment, or difficulties encountered in arctic flying. 
1 ~Force Letter No. 30-3, dated 13 May 1949. Para-
graph 3. 
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But more than these things, they insist upon knowing about 
other people • 
When a member of the Air Force engages in a spectacular 
feat, becomes associated with an important aeronautical devel-
opment, or is involved in a noteworthy incident, his name is 
automatically placed before the public. 
He will get personal publicity whether he des ires it or 
not. At such times, his ability to meet with the press or to 
make public appearances vd.ll be an important factor in deter-
mining the kind of publicity he, as an individual, and the 
Air Force as a whole, will receive. His ability must rest, in 
part, upon his understanding of how these various media oper-
ate. 
Suggested Readi~ 
Jack Ramsberger, How to Mak~ Publicity w·ork, (New York: Reynal 
& Hitchcock, 1948), Chapters I, III, VII, and IX. 
Herbert M. Baus, Publici£r; How to Plan, Produce and Place It, 
(New York: Harper & Bros., 1942), Chapters I, II, and IV. 
Raymond C. Mayer, How to D£ Publicity, (New York: Harper & 
Bros., 1933), Chapter XI. 
Suggested Questions 
1. What is publicity? Explain what you would consider the 
4' most effective ~pe of publicity. 
2. Of what importance is publicity to the accomplishment of 
the Air Force mission? 
3. In what ways can an officer not assigned to public 
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information duties ass~ tin the preparation and production 
of publicity? 
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. CHAPTER VIII 
NEWSPAPERS, PERIODICALS, AND PRESS RELATIONS 
11 The effort to serve the editor constructively is the 
best piece of public relations work a corporation, industry, 
or civic group can don, once declared Glenn Griswold, editor 
of Public Relations News. 
Hundreds of books have been written about newspapers 
and their effect upon the American scene. Here, however, the 
writers will point out only a few of the salient points which 
the Air Force officer should understand about newspapers and 
his relationship with newspaper employees--a relationship 
vitally necessary for the promulgation of good public re la-
tiona. 
The~ of newspapers in America. A newspaper is an 
important community institution. It gives everybody the day-
to-day story of what is go'i~ on in the community and the out-
side world. It is the common denominator for meeting all 
classes of people, all occupations, and all levels of intelli-
gence. As an institution, it helps shape community affairs 
arid influence community opinion, and usually seeks stable liv-
ing in a well-ordered society. Despite criticism and political 
affiliation, most newspapers operate in the interest of the 
public. Their primary aim, other than selling enough pa.pers~ 
aer·?mFtf?f'trsr=zcrz·rr• ?S'F'E757 mr---------·------------
and advertisements to exist, is to present the news to the 
public. 
The 1800 daily and 12,000 weekly newspapers in America 
have a readership of over 130,000,000. Because newspapers are 
read by virtually all adults in the United States, and because 
newspapers originate nearly all of the ma. ter ial used in radio 
news broadcasts, newspapers are considered to represent the 
chief medium for public informa t1 on by most public relations 
men. 
~papers ~d ~ Ai!:_ Force officer. Few officers go 
through their military careers without having some dealings 
with the press and reporters. Sometimes, the necessity for 
talking to a reporter or working with him comes without any 
advance notice. An airplane crashes, and if the pilot is 
lucky enough to emerge, one of the first persons to greet him 
will be a reporter asking, "What happened? Give me the story". 
During the first stages of the Berlin Airlift, Lt. Gail Halvor-
sen dropped some candy by a handkerchief parachute to the 
hungry children of Berlin. "Operation Little Vittles" was on. 
Halvorsen was besieged w1 th inquiries by newspapers and radio, 
and promptly became one ·.of the first heroes of the airlift. 
4t· Everyday, officers engage in activities which are newsworthy--
while perhaps they deem their wcrk as commonplace. While 
military flying may have become humdrum and just another job 
l 
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to the officer, the general public is still interested in and 
fascinated by airplanes. Officers represent the principal 
contact with newspapers. To newspaper reporters and to the 
public at large, the officer ~the Air Force. The officer, 
then, should be ready at all times to work with reporters and 
should know vtl.a t the reporter des ir ea in the way of informa-
tion. If the officer is articulate in speech and writing, 
a better picture of the Air Force will be presented. 
Many officers are often asked to ass 1st the public in-
formtion officer or a reporter in gathering material for a 
a tory. While he is not expected to be a a killed news writer, 
the more the officer understands about news releases and 
newspaper operation, the more effective will be his writing. 
There are many aids to good writing: sample news releases 
can be obtained from the PIO, the Army and Navy editors' 
-manuals offer good advice, many newspapers put out a style 
book which is easy to follow, and there are many books avail-
able at public libraries. News writing differs little from 
ordinary composition, with the exception that the story is 
sununarized in the first paragraph and is concise and factual. 
. The first paragraph is followed by more paragraphs which give 
the details of the a tory and lessen in importance as they go 
down the page--to alla.v the editor to cut off any material 
when he is faced w1 th space limitations. 
If the story is unusual or technical, it is well to 
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give the reporter or editor a background memorandum along with 
the story. The background mterial offers the editor any ex-
planations he may need and it offers additional material with 
which he may lengthen the story if he so des ires. Every 
effort must be used to make the story interesting, truthful, 
and newsworthy. Loca 1 stor:les have a way of becoming national 
stories in a matter of a few minutes. Meet newspapers are 
mEmbers of one of the wire services (Associated Press, United 
Press, and International News Service being the largest), and 
an editor can transmit a story to the rest of the nation if he 
so wishes. If the public information officer deel'IB a story 
to be of national interest, he will send it to the Washington 
Air Force public relations office for release by that office. 
This policy insures ample coverage. 
Questions on security and classified matter can be 
answered by the PIO. He retains a policy file and can answer 
questions of propriety. Generally speaking, controversial 
subjects and matters before the Congress should be avoided. 
It is not the officer's job to solve problems confronting the 
houses of Congress or the State Department. 
There are many events occurring on the average military 
airfield almost daily Which are newsworthy. Among the topics 
which the public w:>u ld like to know about are: 
1. Visits of dignitaries (military and civilian). 
2. Unusual accomplishments with airplanes (rescues and 
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mercy miss ions). 
3. New construction. 
4. Addresses by important military men. 
5. Awards and decorations. 
6. Demonstrations, open houses, parades, and exhibits. 
7. Promotions and transfers of personnel. 
8. Training and training methods. 
9. Athletic events. 
10. Stories about twins, brothers, or father-and-son 
soldier teams • 
It is not the writers' contention that officers should 
write releases, but they should be familiar w1. th newspaper 
. 
operation and assist the PIO in writing whenever there is an 
opportunity. They should seek all means of increasing skill 
in writing and speech. 
The base newspaper should be used as the enlisted men•s 
voice primarily. The only supervision it requires is that of 
propriety. 
The officer would do well not to overlook the study of 
semantics in any writing. The wrong use of a word can have 
great implications--it can start wars, create misunderstanding, 
and cause general misinterpretations. Among the good texts 
on this subject are Stuart Chase's The Tyranni_ of Words, and 
Joseph Brint s Func t1o nal Semantics. 
.l 
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Magazines and other publicatio~. The placement of 
articles for the general magazines is usually done at top 
level, however, the treatment of a magazine article is about 
the same as that given to a news story. More care and more 
time is given to the preparation of a magazine story; ample 
research and the use of a feature style are required. The 
well-known nationally distributed magazines plan their art-
icles as much as six months in advance. 
There are many publications in every conmunity available· 
for the placement of stories about the Air Force. Among them 
are company house organs, school newspapers and magazines, 
magazine supplements of Sunday newspapers, civic brochures, 
and pamphlets of all kinds. Officers are encouraged to write 
for all of these; however, if they are writing on their own 
"hook" either for pleasure or payment, they should not cap-
italize on their positions or ranks. 
Press relations. The term press relations should not be 
viewed with an air of mystery. Getting along with newspaper 
men involves the same prlnciples of conduct for getting along 
with anyone, but it must be remembered that the reporter and 
editor have a job to do--essentially they are looking for 
• honest news, and they are mually in a hurry. They have "dead-
lines" or certain editions they must meet. Reporters respond 
to friendliness like all humans do. The movie version of the 
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slap-happy reporter is usually not true. He is serious about 
his job, and aware of his paper's ethics to present the truth 
and of a responsibility to the paper's readers for a news-
worthy, factual reporting job. 
Some of the best rules for getting along with editors 
were expressed in the results of a recent survey of 186 city 
editors by the University of Miami. They did not like: 
1. Demanding reasons for the rejection of a story. 
2. Failure to get local angle into copy. 
3. Getting angry when stories were refused. 
4. "Pegging" events of no news value. 
5. Trying to cover up unfavorable client news. 
6. Requesting that copy not be changed. 
7. Going over the city editor's head. 
8. Disregard of deadlines. 
9. Asking for "tear sheets" (a clipping of a printed 
story). 
Editors are usually their own 'bosses". They can run a 
story or discard it at will. They decide upon the news value 
of any story. They resent "padding" and "plugging". They 
also resent slipshod and ineffectual writing. If the editor 
.~ receives poor stories, they go into his waste basket--and the 
same thing may happen to a real news item when it comes along. 
The editor owes no one any explanation of his decisions on 
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what to print. He is particularly resentful of any approach 
made to him through the business staff or of any influence 
exerted by 11 kno;vine" anyone. He cannot stop long enough to 
explain the exigencies of space and time. Yet, he is ex-
tremely interested in his community and wi 11 consider anything 
that gives the newspaper public readable, worthwhile news. 
This is especially true of editors of small dailies and week-
lies. 
The Public Information Office should be set up so as to 
act as a clearing-house for outgoing material. To the report-
er and editor, it should be a source for authoritative an-
swers. When an o'ffice or officer cannot be available for com-
ment, the reporter my decide that the organization "doesn't 
want to ta lk 11 • If he becomes resentful, it may show in his 
write-up of the story--or he my not write a story at all. 
All officers 1 including the comrnarrler, should always be acces-
sible to reporters, for upon this accessibility often depends 
the repute of the military airfield in the community. If an 
officer has an interview with a reporter, he should give the 
substance of the interview to the PIO in writing. 
The PIO would like to build a reputation for his office 
of being a source for prompt, adequate information. If he can 
.~ achieve this, reporters will often call him to get the an-
swers to rumors or unfavorable news. If there is unfavorable 
news, the PIO can explain 1 t in the light of "why and how". 
1 
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All news~pers in a community should be treated impartially. 
If more than one is working on the same story, the others 
should be so informed. If morning and afternoon papers exist, 
releases should be divided between them. 
Frank and honest answers in interviews help the reporter 
prepare a good story. He is quick to sense an evasive answer--
he should be told, 11I don't know", or''I 1 11 find out for you". 
One author has given a good solution of how to conduct an 
interview: 
'When interviewed, how best to deal with reporters? 
The answer, based on an overwhelming mass of observation 
and experience, is this: Always be patient, calm, and 
forthright. Be neither patronizing nor over-formal. 
Keep your temper; and never be sarcastic. Bear in 
mind tha. t the reporter is paid to obtain news. That 
is why he asks ques tiona. And tre more skillful the 
questioner, the better he is as a news gatherer. If 
he gets you angry, you are liable to say things you 
will regret to see in print. Far better to treat him 
as diplomatically, patiently, and honestly as you 
would an important customer. When talking with a re-
porter, never volunteer the infornation that you are 
acquainted with his city editor--or managing editor--
or publisher--not even if they happen to be your 
fellow lodge members. So far as you are concerned, 
the reportir--for the time being, at least--is the 
newspaper. 
Reporters make it a point of honor to obtain an assigned 
story. They resent red tape and any unnecessary obstacles 
placed in their way. If obstacles are in their way, or they 
cannot get all of the answers, the eventual story may contain 
1 Verne Burnett, You and Your Public, (New York: 
Harper & Bros., revised edition, 1947), p. 160. 
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inaccuracies or embarrassing facts without any explanation for 
their existence. Care should be taken to grant the reporter 
and his photographer every courtesy, transportation, food, and 
anything else they may need to obtain a full story. If the 
photographer needs 11 props 11 , they should be made available 
innnediately. A good series of pictures that tell a story are 
better than 10 columns of print. 
Newspaper men are keen observers, see many people in 
the conmuni ty everyday, and know what they are thinking. The 
reporter will be glad to know of Air Force problems and will 
try to understand them. He has daily touch w1 th community 
opinion and will readily tell what reactions in public opinion 
will result fromvarious stories. He will respect a confid-
ence placed in him and will not print 11off the record" re-
marks, althoughL they should be avoided. 
Good press relations are dependent upon the funda-
mentals of coi!l!Ilon sense. They result from good personal rela-
tions with newspaper men; they result from mutual understand-
ing and appreciation of jobs that must be performed. The Air 
Force, at every level of command, needs good press relations 
to accomplish its mission and maintain public understanding 
and acceptance of its very existence. 
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Suggested Readin~ 
Dwight E. Mitchell, Journalism and Life, (Boston: 1939) • 
Chapters IV, V and VI on the-e5sentials of news gathering 
and writing. 
Robert w. Desmond, The Press and World Affairs, (New York: 
1937). Read Chapters I and II on the importance of the 
newspapers in world affairs. 
Stanley Johnson and Julian Harriss, The Complete Reoorter, 
(New York: 1942). Chapter II sets forth the details of 
newspaper organization. 
Verne Burnett, You and Your Public, (New York: 1947). Chap-
ter 18 explains pres-s--relations. 
A Handbook for Public Information Officers, Armed Forces In-
- formation School, 1948 rcvis ion. Read Section 5 on news-
papers and press relations. 
Suggested 9uestion~ 
1. Why should the individual officer understand some of the 
mechanics of newspaper operation? 
2. At base level, what part does the town newspaper play in 
community thinking and co~~unity affairs? 
3. Why are good press r ela tiona necessary to public accept-
ance of the Air Force as an institution? 
1 
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CHAPTER IX 
RADIO, TELEVISION, AND AUDIO-VISUAL AIDS 
This chapter is devoted to three important types of 
media which may be emplqyed in the PR program. The Air Force 
officer should understand the nerits of each. 
Radi~. During the last three decades radio has made 
rapid strides in achieving a place of importance in the com-
munication field. Today, there are 70,000,000 receiving sets 
in America located in some 35,000,000 homes. This means that 
approximately ninety percent of the families have at least one 
radio. There are more radio stations than there are daily 
newspapers. Thus, from a quantitative point of view, radio 
possesses a vast potential audience. 
Unlike many foreign nations, radio broadcasting in 
America has been relatively free from strict governmental con-
trol. All stations operate under a self imposed code of 
ethics dictated by the National Association of Broadcasters. 
The Federal Communication Commission allots wave lengths, 
grants licenses, and takes certain precautions to insure that 
each station is operated "in the public interest" • 
The controlling force in the radio industry of America 
• 
are the advertisers and sponsors. They determine the type and 
nature of programs. In general, broadcasting has adapted 
l 
itself to commercial standards. Sponsors offer only those 
programs which they fee 1 the American public wants. 
Mce t people lis ten to the radio for entertainment. 
They like music, comedy, drama, sports, and news broadcasts, 
1 
and are interested in various programs only ttonce in a while". 
The sponsor's n:s.in interest is to appeal to the largest 
number of people possible. It is to his advantage, then, to 
adapt his prograiiB to satisfy the great majority of people 
rather than a select minority. Radio has thus become a com-
munication media for the ~~· It materially influences the 
formation of public opinion by a process of emotional appeal. 
As such it cannot be overlooked as an effective tool in public 
relations work. 
The USAF has taken a page from the commercial adver-
tiser's book in planniilB and producing 11 The Air Force Hour". 
This is a retwork weekly feature designed primarily to aug •.. 
mont the public information program, but also serves as good 
entertainment to its thousarrls of lis toners • 
Unlike commercial sponsors, USAF has no funds with 
which to purchase radio time. Each program sponsored by the 
Air Force is scheduled under "free" time granted by the net-
work or local station. Station managers are required by FCC 
.~ regulation to reserve a certain amount of their schedule for 
1 Harry Field and Paul F. Lazarsfeld, The People Look. 
at Radio, (Chapel Hill: University of North Carolina Press, 
1946), pp. 54-55. 
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"public service" programs. Program directors, particularly 
in loca 1 stat ions, are always looking for a good program which 
they can broadcast regularly as a public service feature. 
This offers the Air Force PIO a valuable opportunity 
to get his program scheduled. Prior to actual broadcast there 
are other requirements. A script must be prepared which will 
be both entertaining and informative. Radio actors have to 
be trained. Program production must be carefully planned and 
rehearsed several times to insure correct timing and proper 
emphasis. And, finally, the program should be publicized 
prior to presentation in order to attract wide attention. 
Obviously, the PIO ~ot be QXpected to accomplish 
all these things without assistance from other officers who 
are qualified or interested in radio production. The public 
information program as it relates to radio will be more effec-
tive if participated in by a large number of Air Force per-
sonnel. 
Television. "Radio bas already shC7iin the great psycho-
logical impact on the listener of fe sling himself present at 
a radio performance. In Television, the combined emotional 
results of both seeing and hearing an event as it occurs be-
comes a new force of great significance. nl 
1 Richard w. Hubbell, 4,~00 Years of Television, (N'ew 
York: G. P. Putnam's Sons, 1942 • See preface ·by David Sarnof~ 
p. lc. 
l 
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Television promises to be the most significant medium 
of communication yet to be devised. In the relatively short 
period of its existence the TV industry has grown faster than 
any other industry ever to appear on the American horizon. 
At this writing, there are sixty-one television stations now 
operating in thirty-four cities. Manufacturers are producing 
receiving sets at the rate of 35,000 a week. Sales run into 
1 
a $20,000,000-a-month figure. The number of regular listener-
observers has now reached approximately four million. 
1 Observers confidently predict that by 1951, receiver 
production will reach two million units; and by 1958, the 
number of sets wi 11 be forty million with a regular audience 
of 100,000,000 people. 
Television changes the living habits of people. A 
recent study completed at Princeton University involving the 
family habits of long-time television owners reveals: 
1. That night time radio listening has been sharply 
cut. 
2. That television brings the family unit closer to-
gether and provides a focal point for home enjoyment. 
3. That it is assuming a prominent role as a means of 
entertaining friends or relatives. 
1 R. c. Cosgrove, in a speech before The Boston Confer-
ence on Distribution, October, 1948. 
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4. That television possesses a tremendous sales effect. 
Other surveys disclose that TV owners read fewer books, 
magazines, and newspapers, attend fewer motion pictures, and 
view television an average of three and one half hours a day. 
The social implica tiona of this new medium are becoming 
more clearly defined. Television can now be looked upon as a 
vital force in America. Because of its potential ability to 
gain extensive coverage and, at the same time, retain certain 
elements of personal contact, it is destined to become a val-
uable medium in the dissemination of public information. 
Audio-visual aids• All audio-visual aids including 
motion pictures, film slides, and recordings are used to 
supplement the information program. The motion picture exerts 
a powerful influence on man's emotional reaction. It serves 
to create new attitudes and to chant;e old ones. 
The u. s. Government, in 1907, was the first agency to 
use motion pictures for the purpose of transmitting informa-
tion. 2 Since tb.a t time and particularly during the period 
between the first and second world wars, film production 
techniques were vastly improved with the addition of sound and 
color. 
1 William B. Michael and Jerry N. Jordan, "Analysis of 
the Effect on Living Habits in Families with TV Sets More Than 
a Year", Television, May 1949, Vol VI, No. 5, pp. 11-13. 
2 Henry Clay Gipson, Films in Business and Industry, 
(New York: McGraw-Hill Book Company, Inc., 1947), p. 5. 
i 
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Non-theatrical motion pictures and film. slides emerged 
from the second world war as an a.ccept~d means of communica.-
~· Film used by the Air Force in public relations are 
usually designed to create attitudes and impart information. 
When the Air F'orce introduced Ground Controlled Approach (GCA) 
as an operational procedure tmy 11 sold 11 the idea to pilots 
by the adroit use of a. non-technical film narrated by Bob 
Hope. It helped to create an atmosphere leading to complete 
acceptance of the new procedure. 
There are many other excellent Air Force motion pic-
tures and films lides which can be effectively utilized to 
supplement a. talk, to lend emphasis to an exhibit, or to in-
struct a. group of people. The PIO stands ready to assist in 
selecting the most sui table one for the particular occasion. 
Photography should be left to expert technicians --newspapers 
seldom use amateur pictures. 
The information program, to be completely effective, 
must employ every means of communication at its disposal. The 
omias ion of audio-visual aids weakens its overall effective.-
ness. 
Suggested Readin09 
(' Harry Field&. Paul F. Laza.rsfeld, The People Look~ Radio, 
(Chapel Hill: Univors ity of North Carolina. Press, 1946). 
Chapters I, ll and III. 
Richard VI. Hubbell, 4,000 Years of Television, (Uew York: 
G. P. Putnam's Sons, 1942). Chapters I, XI, XX, and XXII. 
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Henry Clay Gipson, Films in Business and Industry, (New York: 
McGraw-Hill Book Company, Inc., 1947), Chapters I, II, IV, 
V, and XIX. 
Judith c. Waller, Radio; the _Eifth Estate, (New York: Houghton:: 
Mifflin Company, 1946). Section 1. fi 
Lenox R. Lohr, Television Broadcasting, (New York: McGraw-
Hill Book Company, Inc., 1940), Chapters I and II. 
Sug5ested Questions 
1. Vfuat function does radio serve in the Air Force public 
relations program? Television? Audio-visual media? 
2. Vfuat is the responsibility of the ind !vidual officer as it 
relates to the use of these media in the PR program? 
3. What do you consider the importance of the use of these 
media in influencing public attitudes? 
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PUBLIC SPEAKING IN PUBLIC RELATIONS :1 
il 
d 
The importance of ~ c omnunication. An effective PR :1 
ii 
program must be based on human contact. There is no acceptable:! 
[I 
substitute. V'lhen people come into contact with each other !/ 
II their principal means of comnunica tion is the spoken word. !! 
:I This has been true since the development of language, and even :1 
today, with the many available technical means of connnunica- i!. 
II tion the spoken word is unsurpassed in the mutual trans fer of 11 
ii 
ideas. i[ 
:j 
When an organization, such as the Air Force, grows in 
size, it has a tendency to lose necessary personal contact 
. 
essential to good PR, unless special efforts are made to retain~ 
fi 
it. There is no better method of personalizing an organization'! 
than through communication expressed in human terms in a face-
to-face situation. 
The necessity for an Air Force officer to havo the 
ability to communicate his ideas orally requires no detailed 
justification. Under numerous circumstances in his day to 
day activity he must express his views in such a manner. An 
officer ape nds a large portion of his time instructing, ex-
plaining operational procedure, attending staff conferences, 
or otherwise discussing matters pertinent to national s ocuri ty 
both with members of tbe Air Force and with the public at 
large. Good speech reflects sound thirucing. The individual 
officer's speech, thus, becomes an important factor in Air 
,. Force public relations. It affects both the determination of 
policy and the public information program. 
Public speaking. The ability to spealc well is char-
acteristic of great leaders throughout history, both military1 
and civilian. In general, tm requisites to effective speech 
are the same as those involved in every other important human 
activi~. A successful speaker must posses knowledge, ~­
fidence, and skill. 2 It is of no value to have a well-founded 
idea, based on kn~1ledge, if it cannot be expressed so that 
others can understand it. Conversely, it is purposeless to 
develop and use the various skills of speechmaking if the 
speech itself is marked by a lack of knowledge. Albert 
Einstein has said that "perfection of means and confusion of 
aims see ma to c ha rae terize our age " • In speaking, the ideas 
must come first. Only then does the speaker search for proper 
words and effective methods of communicating his thoughts. 
Public speaking in our time is popularly defined as 
"extended conversation with a purpose". The primary purpose 
of all speeches made by Air Force officers will be either to 
stimulate, to convince, to inform, or to entertain. The 
1 Alfred Hermann F. Vagts, The His tor! of Mill tar ism: · 
Romance and Realities of a Profess ron, ( HewoFR: Horton, I937), 
pp. 317 -'3m:. - -
2 See Alan H. Monroe, Principles arrl Types of Speech, 
(N.Y.: Scott, Foresman & Co., Revised edition, 1939); pp. 2-13.,, 
a 
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audience with which he must converse are varied. At one time 
or another he may be required to address a group of officers 
or airmen, a civic professional or labor group in a community, 
and educational groups including high school or college ass em-
blies. 
In each situation the occasion for making a speech is 
different. It may be purely an instructional speech where the 
officer interprets policy or explains an operational procedure 
to his subordinates. Other occasions require an act of public 
courtesy on behalf of Air Force officers speaking either in-
dividually or representing the USAF professionally. 
Ceremonies, dedications, and awards call for a speech 
of tribute. After-dinner speaking finds its justification in 
entertainment. Meetings of all types offer an opportunity to 
create good will and to gain public acceptance for the Air 
Force. Direct personal communication in a face-to-face situa-
tion has a distinct advantage over more indirect methods. It 
arouses active enthusiasm and stimulates action, whereas, the 
printed impersonal message usually does no more than create 
sympathy or interest. An officer's ability to say the appro-
priate thing on such occasions is an asset to him and mater-
ially assists the AF PR program • 
Trainina in public speaki~. An officer ~ qualify 
himself to apeak well in public. There may be a few people 
l 
' 
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(. who are born with talents in that direction, but the vast major! ty of us will gain ability on the platform or in confer-
ence only through careful training and repeated practice. 
Those men who depend upon effective oral communication for a 
livelihood--teachers, lawyers, ministers, and politicians, 
among others--devote much of their personal education to the 
development of speech making skills. 
The average officer should not expect to appear before 
a group of people and make a good om 1 presentation without 
specific training and careful practice. If his formal educa-
tion or previous experience bas denied him this opportunity, 
it is his own responsibility to prepare himself for the job 
just as he wru. ld for any other job requiring knowledge, con-
fidence, and skill. 
There are many well written textbooks in the field of 
public speaking. ttionroe's Principles and Types of Speech, 
is a comprehensive and readable source of information. It is 
well adapted to either in:Uvidual or group use. Armstrong's 
Public Speaking for Everyone, is particularly suited to the 
needs of an ofl'icer who does not ha. ve access to or the assist-
ance of an instructor. 
A textbook is a guide, and as such, should not be over-
• looked. It points to pitfalls, it stimulates, it suggests 
methods of approach. Its use saves time in the job of 
learning to speak effectively. However, the mere reading of 
II 
I, 
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a good text does not guarantee success in public speaking. It 
is only a first step. 
Background essentials. There are many areas which the 
AF officer should explore in his program of speech training. 
Four of the more important ones are: 
1. Wide and extensive reading in several fields of in-
terest is indispensable. This is a life-long project. Its 
purpose is to develop a storehouse of knowledge on which an 
officer can draw during the preparation of a speech. 
2. The development of an adequate and usuable vocabu-
lary is a necessary adjunct. A good idea remains fruitless 
until expressed in words. 
3. A basic understanding of people is the foundation 
on which speeches are built. What people think, what their 
likes and dis likes are, their attitudes and behavior, what 
they will accept or reject--all of these can, in part, be 
determined by keeping in close contact with and making exten-
sive personal observation of people's actions. Remembering 
that "the proper study of mankind is man", will result in more 
effective speech-making. 
4. The development of a system of carefUl preparation 
is tantamount to good oral communication. After all, the 
process of speaking is merely a means of conveying a message. 
The strength of tbe message, itself, depends entirely upon the 
amount and quality of preparation that goes into it. 
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President Franklin D. Roosevelt developed an almost 
irresistible style in public speaking. His fireside chats and 
personal appearances won the admiration of America, including 
those who did not share his political beliefs. 
Analysis of his speeches reveal a strong influence 
exerted by the literary usages of the Bible and the writings 
of \Vhitman, Emerson, and Mark Twain. This influence, together 
with his avid reading of his tory and biography 1 his uncanny 
understanding of the American people, his choice of words, 
and his speaking techniques made Roosevelt one of the most 
effective speakers of his day. 
Speech training is not a 11 one-shot 11 proposition. It 
requires careful attention to basic fundamentals and contin-
uous effort to gain knowledge, to create confidence, and to 
master techniques. 
Assist~ from~ PIO. Each base public information 
officer maintains a Speakers 1 Bureau consisting of the names 
of those officers and others on the base who are qualified to 
make public speeches. In addition to arranging the details 
for a speaking appointment, the PIO furnishes adequate refer-
ence material for use in planning a talk. The reference 
... library includes speeches made by senior ofricers in the USAF, 
a file of regulations and technical manuals pertinent to 
speech making, standard reference works such as a world atlas 
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or Bartlett 1 s Familiar Quo tat ions , a listing of those films, 
charts, or other visual aids which can supplement or augment 
a speech, together with clippings or press releases of value 
for a particular occasion. 
The PIO or a member of his staff makes himself available 
to assist in the actual preparation of a speech if so request-
ed. His services can be enlisted to audit a rehearsal of a 
proposed tall{ in order to make suggestions or criticisms. 
Final clearance for any speech, prepared for other than a mil-
itary audience, should be obtained from the PIO to ascertain 
compliance with propriety and security. 
i 
Group dis cuss ion. There are many occasions in Air Force 1 
operations where group discuss ion plays an important part. In 
other than a purely social capacity an officer participates 
daily in some type of group discussion. Discussions are held 
usually for the purpooe of exchanging points of view or of 
determining a course of action. Such may be the case in 
meetings called by the commander or a meeting with the Comrnun- 1 
ity Advisory Conoittee. 
Situations involving group discussion require a special 
type of ability in public speaking. Officers who can success-
fully participate possess an indispensable asset. It is not 
the purpoo e of this chapter to outline in detail the necessary 
requirements of effective dis cuss ion. The folloVling 
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suggestions, however, are valid and applicable. They are in-
tended as a bas is for furtrn r study on the part of the officer · 
concerned. 
1. Be thoroughly familiar with the subject around which 
the dis cuss ion hinges. 
2. Know all you can a bout the other members of the 
par tiel pa ting guoup. 
3. Stick to the subject being discussed; do not ramble. 
4. Speak when you have an intelligent comrnent or sug-
ges tion. 
5. Speak when you can shed light on a point another 
member has confused, or when yru can correct an error. 
6. Speak when you can ask an intelligent question or 
can give added information upon a question under discussion. 
7. Do not remain mute or uncommunicative when you have 
s orne thing worthwhile to say. 
8. 1 Accept criticism with dignity and poise. 
Radio talks. Radio speeches differ from ordinary public 
speaking in several respects. In a conventional type speech 
the audience is pre-selected, its attitudes are known, and its 
• 
reaction can be measured during the process of the speech. 
1 ~·, Section 4 explains these steps in detail. 
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This is not the case in radio. The speaker does not 
know who the audience is, or even whether he has an audience 
at all. The uninitiated in radio are prone to consider his 
audience as consisting of thousands, or, perhaps, millions of 
people. He thus designs his speech with this in mind. 
Even though a particular radio audience might consist 
of a large number of people, each person is listening either 
as an individual, or as a member of'a small group of individ-
uals, under meet informal circumstances. The best rule to 
follow in preparing radio talks is to think of the audience 
as being ~ person sitting across the table from you. 
The style should be simple, uninvolved, and adapted 
specifically for radio. The organization of the talk must be 
crystal clear, and at the end, carefully summarized·. Specific 
terms should be employed wherever possible. Each section of 
I 
the speechmust be made personally significant to the listener.:, 
Short, simple a entences are more effective than long involved 
a ta tements • The "point" of the radio speech must be obvious 
to be effective. 
In addition to careful preparation of a radio talk, 
there are other important technicalities to be considered. 
Timing, voice inflection, studio procedure, microphone tech-
nique and rehearsals involve special instruction. In this 
area the PIO or the radio program director will be able to 
furnish expert advice. 
Suggested Readine13 
Alan H. Monroe, Principles and Types of Speech, (New York: 
Scott, Foresman and Company, Revised edition, 1939). Read 
Section 1 on the Principles of speech and Section 4 relat-
ing to Group Discussion. 
James W. Armstrong, Public Speaking for Everyone, (New York: 
Harper ani Bros., 1947). This is a self-motivating type 
text and teaches the student w1 th the minimum amount of 
effort on his part. 
George E. Peabody, How to Speak Effectively, 2nd Edition 
(New York: Wiles ;-1'9-:m-), pp. r-IOe. 
Orrin E. Dunlap, Jr., TalkiE& £n the Radio:_! Practical Guide 
.£!?!. Writing and ~~!!!!,ting !!:. Speech, (New York: Greenberg 
1937). Read the 50 practical rules in the radio approach. 
B. A. Heggie and J. J. O'Malley, 11Fifty Per Cent", New Yorker, 
January 25, 1941. Profile of w. Colston Leigh, head of the 
w. Colston Leigh, Inc., Which handles nBny famous 
ape akers. 
Alfred Hernnm Vagts, The His tar_z of Militarism: Romance and 
Reali ties of ~ Profess io~ (New York: Norton, 1937), ': 
pp. 317-391. Illustrates the skills of the military men in il 
speech and journalism. :1 
Earnest Brandenburg, "The Preparation of Franklin D. Roosevelt1s: 
Speeches", The Q.uarterl"I_ ~rnal of Speech, April 1949. 
Relates how Roes evelt pre fared his ONn speeches. 
~~ted Questions 
1. Point out the reasons why you think officers should excel 
in public speaking and grcup discussion. 
2. In what respects does public speaking differ from private 
conversation? 
3. Of what importance is an officer's speech to the Air Force 
public relations program? 
4. How can an officer prepare himself to speak well before 
a group? 
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CHAPTER XI 
SPECIAL EVENTS 
11If we want the good will that a church must have ••• we 
must show forth our good works in such a manner as to enlist 
' that all-powerful force--public opinion--as our ally and 
partner 11 , once said Stewart Harral, director of the University 
1 
of Oklahoma School of Journalism. One of the best opportun-
ities for the Air Force to display its good works, particular-
ly at community level, is the participation in and the spon-
sorship of special events--open houses, demonstrations, ex-
hibits, and displays for the public and special groups of the 
public. This chapter will introduce son:e of the possibilities 
existing in special events for good public relations. 
Events must be well-plaru1ed. Any event, from an air 
demonstration to an open house, must be thoroughly and pain-
stakingly planned. It is imperative to draw up a master plan, 
with coordination of the whole staff, outlining the respon-
sibilities of each super vis or, as tablishing a time schedule, 
and embracing an alternate plan. A project officer should be 
appointed to follow-up on details. Alternate plans are 
1 Wright and Christian, Public Relations in Management, 
(New York: McGraw-Hill Book Company, 1949), p. 184. 
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necessary should bad weather or mechanical mal-functions occur.! 
Hangars and theaters can be utilized in bad weather. Each 
supervisor of an.exhibit or demonstration should be briefed 
and re -briefed with all details, including any pre-set noti-
fication arrangement to adopt the alternate plan. 
Timing of an event should be tied up with some his tor-
leal happening, as V•E Day, V-J Day, Armed Forces Day, or the 
anniversary of any important military event. The open house 
should be planned far enough in advance to allow for ample 
publicity, inviting the public to the base by a series of 
well-phrased releases to newspapers, announcements over the 
radio, pas ters, and special letters of invitation to leaders 
in the community. 
Check lists are available at the PIO 1 s office; his list 
of necessary planning and equipment details runs to over 500 
items. Another good check list is outlined in a bookle~ by 
the American Iron and Steel Institute, entitled "Open House 
1 
Programs". No officer, however, should ever run through a 
check list and feel his job is done. In the planning phase, 
the staff officers should capitalize upon the particular 
base's unusual md interesting specialities. These special-
ities should be presented in a manner mich will depict the 
defense mission of the Air Force and also relate the base to 
the conmunity interes tB. Brockley Air Force Base, Alabama is 
the only airfield in the U. S. with its own water port. 
l 
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(. Wright-Patterson AFB specializes in research and new planes. Eglin AFB presents tactical demonstrations of all three serv-
ices. llearly every base has its own assets which should be 
stressed. A check list cannot be relied upon to provide 
originality, interest, and unusualness. It serves only as a 
starting point, and as a reminder of the obvious mechanics 
that are essential. 
Finally, the commander must approve all details of the 
master plan. Copies of the master plan, or extracts, should 
be provided to all acting in a supervisory capacity. 
~n houses. Large scale open houses should be con-
ducted as often as possible. It l:ns been the practice to hold 
I at least one annually at each base; however, they should be 
held more frequently if normal operations are not interrupted 
too much. The more often they are held, the more people there 
are in the community wh:> will get a look on the 11 insiden and 
see what is going on. Normally, public relations is good if 
people are allowed to see things for themselves. They respond 
to friendliness and have more respect for what they can see. 
In addition to the planning and "housekeeping" necessary 
for a good open house, it is essential that officers enter into 
the spirit of the occasion by volunteering. their efforts to 
help. Signs must be made and placed, guides must be appointed 
and stationed, tramportation and parking lots must be pro-
vided, programs have to be printed and distributed, reporters 
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aupnlied with a room and communication facilities, and a myriad 
of other details must be attended, requiring the all-out 
efforts of all personnel. Civilian employees like to help, 
too. 
Demons tra tiona and items on the schedule throughout 
the da:y should be timed to allOY/ the crowd to move from one 
place to another. An open house cannot be run like a three-
ring circus; a parade should not be going on in one location 
while there is an important demonstration in another. A pub-
lic address system helps guide the crowd from one event to 
another in a smooth procession. 
Those personnel who are chosen to explain exhibits 
should be picked for their familiarity with a machine, motion 
picture, or whatever is being shown. All questions should be 
answered in a friendly and courteous manner. It must be re-
manbered that the public 1 a memory of a display, or the whole 
day for that matter, may be marred by the attitude of a 
narrator. 
Speeches ma.y be tied up with a parade and the awarding 
of decorations to personnel. Awards to civilian personnel 
should be made at the same time. A short speech at the outset 
can explain the day's program. Recently, at a New England 
base, the day's open house program began with the approach of 
several B-29's which had flown non-atop from Germany. Radio 
contact was made from the ground and crew members spoke to the 
l 
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audience, after which the planes landed and the public inspect-
ed them. 
The comfort and safety of the visitors is a most im-
portant factor. Rest and refreshment periods should be planned 
in the schedule. Progralru3, and souvenirs if possible, should 
be distributed to all guests. First-aid stations are a "must", 
The public relations of a base may depend more upon how the 
visitors were treated than upon what they saw. 
"Small" open houses and tours should be held for 
special groups, where more individual attention can be given 
to explanations and the interests of the members. Some of 
these special groups who appreciate a tour of the base are 
editors and reporters, Air Scouts, school children, merchants, 
members of c 1vic organizations , the town mayor and his council, 
and professional groups. Many of these organizations will 
have members who are opinion leaders in the co~unity. If the 
group is small enough, it should be given adequate transpor-
tation and food. Every attention should be given to the in-
terests of a group, especially when their interests are not 
aroused until the trip has begun. Many persons are interested 
in how the enlisted men's mess halls are operated and vmat 
they feed the men. Merchants may be interested in the supply 
system, while a group of children my want to see the air-
planes p:~.r ked on the ramp. Many mothers of a PTA group may 
wish to see the ins ide of a barracks where their sons live at 
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this, or soxoo other field. 
Open hous ea should never be regarded as the military 
airfield's one annual responsibility to the community public. 
They should be held whenever there is an opportunity to gain 
the general public's or a special public's favorable attention 
and acceptance. 
Dis plays and exhibits. While displays and exhibits are 
an integral part of an open house program, they can also be 
taken outside the field to the public. At little or no cost, 
displays can be erected in public buildings, county fairs, 
' schools, civic projects, municipal parks, and in the a tores of 
public-spirited merchants. They foster understanding and aid 
in recruiting. What the Air Force is doing to save its crew 
members who are forced down on water can be aptly told with a 
display of air-sea-rescue equipment in a prominent public 
building. Engine cutaways, fuel system mock-ups, and miniature 
models can explain "how it is done". Research outfits have 
an excellent opportunity to tell what they are doing, with 
electronic exhibits and radar demonstrations. Signs written 
in simple language should explain how the "gadget" works and 
what it is for (if the exhibit is unattended). Enlisted men 
take pride in being aslred to attend exhibits and explain their 
functtons to the audience. As much as possible, displays and 
exhibits should be presented with some local drive or current 
interest. 
l 
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Sponsorship of events. Sponsorship by the Air Force of 
events at national and local level is highly desirable, 
whether such sponsorship is carried out alone or in coopera-
tion with other agencies. In the community, the Air Force 
Base and the community may co-sponsor such projects as blood 
donor drives, bond-buying rallies, Red Cross drives, Community 
Cheat campaigns, Chamber of Contnl9rce social projects, and 
veteran organ1zat1 ons' civic interests. At Ellington AFB, 
Texas, the nationwide "Opportunity Drive" for selling govern-
ment bonds was heralded in with a demonstration by a flight 
of B-36's in June, 1949. Joint sponsorship with allied avia-
tion groups such as the Civil Air Patrol, the Civil Aero-
nautics Authority, and the Air Force Association may advance 
many worthy causes. A few bases have sponsored and carried 
out one-week outings at baa es for the Air Scouts. Only a few 
events worthy of sponsorship have been mentioned here; many 
others occur almost daily in the average town. 
Public understanding may be derived from all such events 
participated in or sponsored by units of the Air Force. How-
ever, military personnel and equipme~t cannot be permitted to 
1 
advance a commercial or political cause. The Air Force 
• officer can materially aid the public relations of the Air 
1 A Handbook for Public Information Officers, Armed 
Forces Information School, 1948 Revision, p. 70. 
l 
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I Force by wholehearted and willing support of special events. 
He must remember that his commander and the PIO cannot do 
everything alone, that good public relations is dependent upon 
every man accepting his responsibility toward making friends 
in the community. Open houses present one of the most favor-
able media for person-to-person contact. 
Suggested Reading 
Verne Burnett, You and Your Public, (New York: 1947), pages 
72, ?3, and 74 d~cr~tbe leaders in the community and 
tell who they are. 
Plackard and Blackmon, Blueprint fo!: Public Relations, (llew 
York: 1947), read pages 132-140. 
I Wright and Christian, Public Relations ln Management, (New 
York: 1949), read Chapter XIII on Government and Politics. 
A Handbook for Public Information Officers, Arimd Forces 
- Information School, 1948 Revision, read pages 67-71 on 
events. 
"Open House Programs", a pamphlet prepared by Hill and Knowlton, 
llew York public relatl. ons counsels for the American Iron 
and Steel Ina titute. 
Suggested questions 
1. What would you do it it rained on the day of an open 
house, assuming you are the project officer? 
2. What out-of-the-ordinary assets does your base have that 
might prove interesting to the community? 
3. Why should open houses be held as often as possible? 
4. What can the Air Force tell the public by the use of 
external exhibits? 
l 
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CHAPTER XII 
SUMMARY AND RECOMMENDATIONS 
Summarz. In summary, the writers conclude that: 
1. The average officer 1s not fully cognizant of his 
role in the Air Force public relations program and has little 
opportunity for formal training in public relations. Public 
relations can be taught, for it .!! being taught in many 
colleges and universities. 1 
2. Functionally, public relations is a responsibility 
of command at all levels. 
3. Public relations does not restrict itself to the 
PI0 1s duties alo~e, but is reflected in every phase of USAF 
operations and organization. Good public relations is based 
on good internal relations reflected in good conduct· in and 
for the public interest, and good behavior on the part of 
every member of an organization. 
4. There are at least six basic principles of USAF 
public relations, the application or which is essential for 
long-range public acceptance and support. 
5. Every officer should be able to "reel the pulse" 
of public opinion to determine courses of action which will be 
1 See Appendix VI, p. 126, for a survey of American 
Schools teaching PR. 
l 
consistent with the public interest and gain public support. 
6. The moot important phase of public relations is at 
community level, .where the best opportunity presents itself 
to make friends for the Air Force on a person-to-person basis. 
7. Publici~ is the essential tool of public relations 
for disseminating public information. Publicity should 
furnish those facts about the Air Force upon which the Ameri-
can public can base its decisions--the story should not be 
distorted, overtold, or undertold. 
8. Since the press, radio, television, and audio-visual 
aids are essential for the dissemination of information, every 
Air Force of.fi cer should have a general understanding of how 
these media operate and of how to conduct himself with the 
representatives of each. 
9. An officer's speech and behavior in every situation, 
serves as a basis for influencing public attitudes and reflects 
not only himself but the Air Force as a whole. 
10. Air Force officers should willingly participate in 
special events, for they offer an excellent opportunity to 
present the Air Force to the public in an objective manner. 
11. Good public relations for the Air Force is not 
difficult to obtain--the fundamentals that mke for good in-
dividual conduct can be transferred to an organization. 
Recommendations. The writers recommend that: 
-, 
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1. This study be used as a basis for an introductory 
extension course in public relations under the Air Force 
Officer Education Program. 
2. Consideration be given to the condensation and pub-
lication of this stuqy into an appropriate brochure, to be 
distributed to officers and/or airmen in the United States 
Air Force. 
l 
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APPENDICES 
APPENDIX I 
A SURVEY MADE BY THE WRITERS TO DETERMINE OFFICERS ' 
COGNIZANCE OF THEIR PUBLIC REIA TIONS ROI&S 
The writers made a survey (March, 1949) to determine if 
the average USAF of fleer is aware of his role in the Air Force 
public relations program. 107 officers, on active duty, were 
questioned at three Air Force Bases in eastern United States. 
* The following ques tiona were askod with the indicated results: 
Question 1: Do you know what your duties are, if any, 
in furthering the public relations of the 
Air Force? 
No Yes Yea (with vague idea) 
~uest1 on 2: Who do you think should practice public re-
lations on this base? 
!.!!.! C onmander The PIO Officers 
14% 
Every-
Enlisted ~body 
Don It 
1friOW 
-
Queati on 3: Would you have to obtain a clearance for a 
speech, if you were invited to speak at a 
local civic club? 
Yea, f!:2!:!! Conma~ Don't know 
21% 
The writers believe that these officers represented a 
,. fair cross-section of officers serving in the field. Of the 
107, only six (5.6%) were staff officers. 
*--Percentages were figured to the nearest even percentile. 
• 
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Office Memorandum 
20·1 
APPENDIX II 
Office of the Secretary of the 
Air Force 
Washington, 26. August 1948 
ORGANIZATION 
Directorate of Public Relations 
(This Memorandum supersedes CSAF Memorandum 20-1, dated 16 
March 1948) 
1. Purpose. The purpose of this memorandum is to publish 
the revised responsibilities, organization, and functions of 
the Directorate of Public Relations, Office of the Secretary 
of the Air Force, and its major components; and to replace 
OM 20-l, OOAF, 16 March 1948, which is herewith rescinded. 
2. Responsibilities of the Director. 
Under the direction of the Secretary of the Air Force, 
and within the policy limits fixed by him, the Director of 
Public Relations, Department of the Air Force, is responsible 
for: 
a. The planning, promulgation and conduct of all 
public relations programs and activities of the Department of 
the Air Force. 
b. The coordination of all public relations programs 
and activities of the Department of the Air Force with the 
Office of the secretary of National Defense, the Department 
of the Army, the Department of the Navy, and/or any other fed-
eral agencies insofar as may be directed, or as the Director 
may deem necessary or ad vis able. 
c. The liaison of the Department of the Air Force 
w1 th civilian individuals, groups, and organizations, except 
if a member of the Congress is concerned, in which case the 
matter shall be handled by or through the Directorate of 
Legislation & Liaison, Office of the Secretar,y of the Air 
Force. 
d. Rendering all necessary and proper advice to the 
Secretary of the Air Force within the scope of the functions 
and responsibill ties of the Directorate. 
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e. The organization, operation, and control of the 
Directorate of Public Relations, Department of the Air Force. 
3. Organization 
The Director of Public Relations, Department of the Air 
Force, reports directly to the Secretary of the Air Force. 
The Directorate is composed of: 
a. The Office of the Director of Public Relations, 
Department of t b9 Air Force, having the following components: 
( 1) Plans and Polio tea Group 
(2) Administrative Branch 
b. The Air InforDBtion Division, Directorate ·of Public 
Relations, having the following components: 
( 1) Press Branch 
(2) Radio Branch 
(3) Pictorial Branch 
( 4) Publications Branch 
(5) Administrative Section 
o. The Civil Liaison Division, Directorate of Public 
Relations, having the following components: 
(1) Military Organization Branch 
(2) Business and Indus trial Organizations Branch 
(3) Public Appearances Branch 
(4) Special Projects Branch 
(5) Administrative Section 
4. Functions of components of the Office of the Director 
of Public Re la t1. ons: 
a. The Plans and Policies Group will: 
(1) Continuously review and evaluate the over-all 
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(2) 
internal a rrl ex terns 1 public relations posi-
.tion of the Air Force; formulate plans and 
recommend policy changes designed to improve 
this posit ion. 
For the Director of Public Relations, review 
and prepare action recommended on 
(a) All public statements of major signif-
icance to the Air Force, such as are 
regularly submitted to the Director for 
policy approval. 
(b) All other public statements Which may be 
submitted to the Director for exception-
al review and approva 1 of policy content. 
(c) All planning and/or policy recommenda-
tions, originating within or outside of 
the Directorate, as submitted to the 
Director for review and approval or 
conment. 
( 3) Perform such other related functions as the 
Director may assign 
b. The Administrative Branch will perform for the 
D1rectora~uch duties as are delegated to it by 
the Office of the Administrative Assistant, OSAF, 
pertaining to personnel, budget, space, supply, 
and equiproont na tters; establish and revise stand-
ard intra-Directorate operating instructions and 
office procedures; and perform the functions in-
dicated below for the several sections of the 
Branch: 
(1) Service~tion. As a channel for the Direc-
torate, maintains all liaison between the 
Public Information Officers in the field and 
the Directorate; disseminates statements, etc., 
as prepared and requested by elements of the 
Directorate; performs such related or other 
Branch functions as are not appropriate to 
other sections of the Branch, and are assigned 
by the Chief of Branch. 
{ 2) Records Section. Controls and process ea the 
receipt, routing, delivery, pick-up, and dis-
patch of all mail within the Directorate, 
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(3) 
maintains records of all "Top Secret" material 
within the Directorate, and of all action 
cables addressed to the Director; maintains, 
develops and administers the use of all ref-
erence materials, incltming the temporary or 
permanent acquisition, cataloging, care, 
lending, return, etc., of bound volumes, 
periodicals, and other printed, written, or 
other material of a library nature, necessary 
or usefUl to the operation of the Directorate. 
Review Section. Reviews for security and for 
policy conformance all Air Force information 
and presentations originating in or channeled 
through the Directorate, far public release 
in any medium. 
5. ~tiona of th!, Air Information Division. 
Under the direction of the Director or Public Relations 
of the Air Force, the Air Information Division:: of':the Direct-
orate will supervise and conduct tba. t portion of the Air Force 
public relations activity for which the Directorate is respon-
sible involving the dis semination of information to the public 
through established media; prepare material for such dissem-
ination in written, oral, or pictorial form;· screen, analyse 
record, and report upon public reaction in matters of interest 
to the Air Force, as reflected in establiahed media; conduct 
such additional projects and perform such additional related 
functions as the Director of Public Relations may assign; 
engage in such further activities as are appropriate to the 
hereinbefore cited divisional responsibilities and inherently 
essential to their performance. The general division of the 
foregoing functions among the major subordinate elements of 
the Air Information Division is as follows: 
a. Press Branch. Prepares aiXl disseminates material 
for press use; services-newspapers, press organizations, and 
members of representatives of each; prepares special news 
features aiXl material for e d1 to rial guidance and inform tion, 
to be distributed to USAF base and unit newspapers. 
b. Radio Branch. Plans, coordinates, and recommends 
policies for, all Air F'orce radio programs; prepares and 
broadcasts program; reviews requests from the radio indus try 
for Air Force cooperation in programming, etc., and arranges 
for or implements such cooperation where feasible; maintains 
all Air Farce inter-departmental liaison on matters pertaining 
to radio programs. 
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c. Pictorial Branch. Plans, supervises, and engages 
in the development, collection, preparation, and production, 
or all still or motion pictorial public relations material 
within the Air Force; disseminates all such pictorial material 
including that for use in television; plans, coordinates, and 
recommends policies for, all Air Force special motion picture 
projects and activities (other than of training, experimental, 
or engineering film); reviews requests by members of the 
motion picture industry for Air Force cooperation, and 
arranges for or implements such cooperation where feasible; 
maintains all inter-departmental liaison on matte~ pertaining 
to special motion picture projects; and provides one (1) 
member for the Air Force on any pictorial board. 
d. Publication Branch. Services book and periodical 
publishers with artie lea, information, and editorial assist-
ance; prepares reports for the Chief of Staff and for the 
Secretary of the Air Force; etc. 
2. Administration Section. Processes for the Division 
all incoming and outgoing correspondence, maintaining internal 
coordination of it; maintains essential divisional records and 
files; etc. 
6. Functions of the Civil Liaison Division. Under the 
direction of the Director of Publl c Relations of the Air Force, 
the Civil Liaison Division of the Directorate will super-vise, 
coordinate, maintain, and/or conduct all liaison between the 
Air Force and civilian organizations, groups and individuals 
except those in news media fields, and tbos e in which a member 
of Congress is concerned; prepare nnterial for oral presenta-
tion by representative Air Force personnel, and arrange their 
speaking engagements as directed; coordinate, supervise, and 
implement Air FCII" co partie ipa tion in national and other civic 
observances, and in aviation events, including the development 
and use of special exhibit units; perform such additional re-
lated functions as tho Director of Public Relations may assign; 
engage in such further activities as are appropriate to the 
hereinbefore cited divisional responsibilities and inherently 
essential to their performance. The general division of the 
foregoing functions among the major subordinate elements of the 
Civil Liaison Division is as follows: 
a. Militarz_Organizations Branch. Maintains and con-
ducts liaison between the Air Force and USAF-affiliated, mil-
itary patriotic, and veteran organizations and grou~ , and 
individuals in or representing them. 
b. Business and Industrial Organizations Branch. Main-
tains and conducts liaison between the Air Force and business, 
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industrial, labor, farm, and civic organizations and groups, 
and individuals or in representing them. 
\.. c. Public Appearances Branch. Makes arrangements for 
• 
speaking engagements for representative Air Force personnel, 
including preparation of speeches, insofar as the Directorate 
of Public Relations may be concerned. 
d. Special Projects Branch. Coordinates, supervises, 
and implements Air Force participation in national and other 
major civic observances and in aviation events; arranges and 
conducts special presentations; develops and directs the use 
of static displays. 
e. Administrative Section. Processes for the Divi-
sion al1 incoming and outgoing correspondence, maintaining 
internal coordination of it; maintains essential divisional 
records and fil~ ; etc. 
/s/ J. B. MON'rGOMERY /t/ J. B. MONTGOMERY 
Brig. Gen., USAF 
Executive 
-=-. 
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APPE.'NDIX lli 
ORGANIZATION CHART 
of 
PUBLIC RELATIONS IN THE AIR FORCE 
(Prior to March 17, 1949) 
I_~E_CRETARY OF THE AIR FORCE 
* Directorate of Public Relations 
I 
I 
v 
I 
----"--" _____ _:1 _______ ",_, 
!Public Information Officer 
*-comnand line 
l Chief of Staff I 
COMMANDS AND BASES I 
#--coordination and direct communication line 
Note: this chart is simplified for clarity and is unofficial. 
• 
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APPENDIX IV 
NATIONAL MILITARY ESTABLISHMENT 
OFFICE SECRETARY OF DEFENSE 
Washington 25, D. C. 
IMMEDIATE RELEASE MARCH 17, 1949 RE 6700 Ext. 3201-3202 
LU!:M ORANDUM FOR THE PRESS : 
Secretary of Defense Forrestal today announced issuance 
of a directive consolidating the public information activities 
of the National Military Establishment. 
In connection with the issuance of the directive, 
Secretary Forrestal issued the following statement: 
"For a number of months, we have been considering 
the advisabill ty of consolidating the public infor-
mation activities of the three Services. 
"In December 1948, we prepared a draft directive 
devised to effect such consoliciation, arxi subsequent 
drafts have been prepared from time to time since 
December. 
11This is a subject which I have discussed with 
Colonel Louis Johnson, and he and I are in complete 
agreement on the desirability of this additional 
step in the unification process. 
"Mr. William Frye, whose appointment as Assistant 
to the Secretary of Defense and Director of the 
Office of Public Information was announced earlier 
this week, will serve as Director of Public Infor-
mation pursuant to the directive I have today issued. 
In addition, Mr. Harold B. Hinton, who had served as 
my assistant on public information matters until his 
return to the New York Times last week, has been 
named by Colonel JohnBon as his personal public rela-
tions adviser for the next four to six weeks. In this 
capacity, Mr. Hinton will assist me, Colonel Johnson, 
and Mr. Frye, in putting into effect the terms of the 
directive. it 
A copy of the directive is attached. 
• 
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MEMORANIUM FOR: 
THE SECRETARY OF DEFENSE 
Washington 
THE SECRETARY OF THE ARMY 
THE SECRETARY OF THE NAVY 
17 March 1949 
THE SECRETARY OF THE AIR FORCE 
THE CHAIRMAN, MUNITIONS BOARD 
THE CHAIRMAN, RESEARCH AND DEVELOPMENT BOARD 
THE JOINT CHIEFS OF1 STAFF 
1. In my memorandum of 29 October 1948, I set out the 
procedures to be followed by the National Military Establish-
ment with respect to the handling of legislation. Broadly 
speaking, under thea e procedures we have established central 
control in this effie e, with detailed operations decentral-
ized to the departments wherever possible. 
2. The purpose of the present memorandum is to estab-
lish, in the field of public information, organizational 
arrangements and procedures similar to those heretofore estab-
lished in the legislative field. As you know, the advisabil-
ity of taking this step has been under consideration for some 
time, and a number of the preliminary steps have already been 
taken--such as the establishment on October 10, 1947, of the 
Public Relations Advisory Council, the establishment on July 
19, 1948, of the Office of Public Information, the opening on 
August 11, 1948, of a press room for joint use by the three 
Services, and so on. 
3. As stated above, the field of public information is 
similar to the fi~ld of legislation, as far as the need for 
central control is concerned. It is also similar to the 
field of the military budget in this regard. But while the 
three fields are similar, they are not identical--and each 
therefore requires an organizational pattern best designed to 
assure central control in the particular field. Effective 31 
March 1949, therefore, the public information activities of 
the National Military Establishment shall be governed by the 
organizational arrangements and procedures outlined in the 
subsequent paragraphs of this memorandum. 
4. There is hereby created, in the Office of the 
Secretary of Defense, the Office of Public Information for the 
National Military Establishment at the seat of government. 
An Assistant to the Secretary of Defense shall be detailed as 
Director of Public Inforzmtion, and he will serve as principal 
.. 
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adviser to the Secretary of Defense and to the War Council on 
public information. He shall be responsible for the develop-
ment of public inforzmtion policies of, and for their imple-
mentation by, all agencies of the National Military Establish-
ment. 
5. There is hereby created a Public Relations Advisory 
Council, consisting of the Director of Public Information as 
Chairman and such individuals as may be designated, with the 
approval of the Secretary of Defense, by the Secretaries of 
the Army, Navy, and Air Force. The Director of Public Infor-
mation shall consult with the Public Relations Advisory Coun-
cil on matters of policy relating to public information activ-
ities in the National Military Establishm~nt at the seat of 
government. 
6. . The Office of Public Information will be the sole 
agency for the National Military Establishment at the seat of 
government for dissemination of information to media of public 
information, to civic organizations, veterans organizations 
and other civilian public bodies, with the exception of the 
Congress of the United States, which will be served in accord-
ance with the provisions of the IOOmorandum of 29 October 1948. 
The Secretaries of the Army, Navy, and Air Force will be free 
to call on the Office of Public Information of the National 
Military Establishment for services in those fields at the 
seat of government. They will maintain the personnel necessary 
for the transmission of policy instructions and the coordina-
tion of public information activities of their field installa-
tions outside the seat of government. 
7. Personnel to staff the Office of Public Information 
of the National Military Establishment will be furnished by 
the departments and agencies . thereof on the direction of the 
Secretary of Defense. Individuals assigned to the Office of 
Public Information will come under the full administrative and 
operational control of the Secretary of Defense during the 
time of their assignment. 
8. The following public information activities of the 
National Military Establishment shall operate on a consolidated 
basis, reporting to the Director of Public Information, Nation-
al Military Establishment: 
(a) Press service and news room. 
(b) Security review and clearance of manuscripts. 
(c) Radio and television service. 
(d) Photograph and newsreel service. 
(e) Public contacts (public relations, civil rela-
tions, Speakers bureau, presentation teams 
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for public meetings, etc.) 
(f) Accreditation of correspondents. 
(g) Clearance, reproduction, and distribution of 
all press releases and pictures. 
(h) Analysis (clippings, news digests, editorial 
analys 1a, informa. tion research, etc.) 
The various agencies of the National Military Establishment 
shall not maintain staffs to provide services listed in this 
section, except as may be necessary to supervise and furnish 
guidaooe to similar activities infield installations. 
9. The Secretary of the Army, the Secretary of the Navy, 
and the Secretary of the Air Force, or their representatives, 
are hereby authorized to :Issue such orders as may be necessary 
to effectuate the purposes of this Order. In this respect, 
such related personnel, property, recorda, activities and 
projects as the Secretar,r of the Army, the Secretary of the 
Uavy, the Secre tacy of the Air Force and the Director of Public 
Information, National Military Establishment, shall from time 
to time jointly determine to be necessary, shall be made 
available for these purposes. 
10. As indicated in paragraph 3 above, the arrangements 
and procedures outlined above are to become effective on 31 
March 1949. It is recognized that additional time, beyond 31 
March, may be required to put some of the provisions of this 
directive into effect. Accordingly, the Director of Public 
Information 1a hereby authorized, in his discretion, to extend 
the effective date of all or any part of this order beyond the 
date of 31 March 1949, provided, h~1ever, that the maximum 
extension which the Director of Public Information may grant 
shall not exceed 60 days. 
s/ James Forrestal 
James Forres tal 
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APPENDIX V 
ORGANIZATION CHART 
of 
PUBLIC RElATIONS IN THE NME 
(effective March 17, 1949) 
l SECRETARY OF NATIONAL DEFENSE 
J 
of Public Information I * 
' 
l 
'!I l SECRETARY OF THE AIR FORCE l 
\v' 
J 
rnirec tor of Public Information I 
I 
I Chief . ~ of Staffl l v I CQ1~.1ANDS AUD BASES 
I Public Informtion I ol'l'IcerJ 
.u--com,nand line 
~ #--coordination and direct communication line 
Note: this cmrt is simplified for clarity and is unofficial. 
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APPENDIX VI 
SURVEY OF COLLEGES AND UNIVERSITIES 
In February, 1949, the writers surveyed 63 colleges and 
universities to ascertain if they were teaching public rela-
tions in any form. 24 of the schools surveyed were state 
univorsities. The results of the survey are indicated below: 
Number ~ 
1. Had PR schools, eli visions, or programs: 10 15.9 
2. Taught one or more courses in PR: 45 71.4 
3. Taught no PR: 8 12.4 63 100.0 
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